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Rough Proofs 


Corporations were complaining just 


a little while ago about all the red 
i they had to use in their state- 


its, and now they’re adding color 
to their annual reports voluntarily. 


7 VY F 


Fisher Body has announced a new 
design contest. About the only peo- 
ple who seem to be perfectly satis- 


fied with results from their old mod- 
els » the Brothers Minsky. 
v - © 
Rudy Vallee spoke the other eve- 
ning about Walter Abel “trodding 
the boards.” One of these days some 


bright radio performer will decide to 
hire himself a proof-reader. 


vgy¥seey’ 


The sponsor of Alka-Chew, for in- 


digestion, was formerly named Bel- 
cher, but the title was changed re- 
cently for what is generally de- 


scribed as obvious reasons. 


vvwey 
Mr. Saunders, who invented Pig- 
gly-Wiggly, is back with the Kee- 
doozler. What a success he would 
be naming characters for the comic 
strips. 
vvwey 
The Women’s Christian Temper- 
ance Union is reported to be plan- 


ning to spend $1,000,000 to bring 

back prohibition. Seems a high 

price to pay for the privilege of re- 

storing social standing to the boot- 
leggers. ' 
Vv v v 

Those Bernie-Winchell and Benny- 


Allen radio build-ups just go to show 
that there is co-operative advertising 


in the broadcasting field, as else- 
where. 

vvweey 

Hey, diddle, diddle, the cat and 

the fiddle, the cow jumped over the 
moon, but she had nothing on adver- 
tisers who are trying to keep up 
with the Joneses in the amount of 
their contest prizes. 

v v 7 


Nowadays a capital prize in an ad- 
vertising contest is so enormous that 
f the contest is a flop, it means capi- 

punishment for the advertising 
ney that inspired it. 


7 FF FV 


vy Dealers Get Voice in New 

H Plan.”” — ADVERTISING 
iiine, 

t have been a misprint. 

read, “Dealers Holler 

in New Chevvy Plan.” 


Should 
to Get 


, . 9 
an 
editor, 


tte 


idiot,” 
“could 


writes a high 
be fooled by 
advertising that says a 
tte can steady nerves or is 
cial to digestion.” 


it’s all right, kid, the statistics 
that insanity is steadily in- 
v v v 


essing its sophisticated readers, 
er’s asks, “What should you do 


you agree with the platform 
litical candidate whom you 
hasn’t a chance of being 
you just vote for the lad 
will get the majority of the 
ind let it go at that. 

ve, 

Collins made a hit talking for 
hester Ad Club, and now all 
to do is to get a few while 
for the Chicago Cubs. 


Cory Cus. 


AGE | 


TIE-UPS WITH 
CORONATION GO. 
IN HIGH GEAR 


— 
Lustre Is Dimmed by Ed- 


ward's Absence 


New York, March 3.—The forthcom- 
ing British coronation will be 
charged with color, but not the ap- 
peal it might have possessed had 
Edward VIII been the key figure, and 
many advertisers who formerly 
ticipated special tieups have 
mitted their interest 
vey disclosed here this week. 

The British Empire Chamber of 
Commerce, New York, said numer- 
ous inquiries have been received 
during the past few months from 
American advertisers and 
who desired information with re- 
spect to coronation details, custom | 
and plans. But comparatively few ad- 
vertisers are at the present time con- 
templating any use of the coronation 
theme between now and May. 

The chief advertising vehicle 
lected by American concerns which 
plan tieups is the special coronation 
photogravure supplement of 


per- 


se- 


an- | 


agencies | 


General Motors 


the | 


to lag, a sur- | 


| Newspaper User 


ocean newspapers which will be dis- | 


tributed to England bound travelers 
who are planning to be on hand for 
the May festivities. Practically all 
these advertisers have close British 
affiliations. The list 
following: 


Ocean List Detailed 


I. Miller & Sons, Inc., New York, 
shoes; Elizabeth Arden, New York, 
through Cecil, Warwick & Cecil, 
New York; P. Lorillard Co., 
York, through Lennen & Mitchell, 
Inc., New York; Ogilvie Sisters 
Sales Corporation, New York, hair 
and scalp preparations, through Kelly, 
Nason & Winsten, Inc., New York; 
Canada Dry Ginger Ale, Inc., New 
York, through J. M. Mathes, Inc., 
New York; and Fred L. Myers & 
Son, Kingston, Jamaica, rums, 
through Gotham Advertising Co., 
New York. 

Forhan Co., New York, will be rep- 
resented in special coronation sup- 
plements of The Times of India and 


The Times of Ceylon. Gotham Adver- 
tising Co. is the agency. 
The travel and transportation field 


has been the most aggressive user 
of the coronation theme to date and 
will continue to promote the event 
until the last possible moment be- 
fore the ceremonies begin. Canadian 
Pacific Lines, through Kenyon & 
Eckhardt, Ine., New York, and 
United States Lines, through Lord 


& Thomas, New York, are engaged 
in large space newspaper and gen- 
eral magazine campaigns, stressing 


early reservations for the coronation 
season and offering aid in securing 
(Continued on Page 45) 


DIRECTORY OF FEATURES 


Basic Business Index 46 
Editorials 12 
Getting Personal 40 
Information for Advertisers 12 
Leading Newspaper Advertisers 

in 1936 28 
Magazine Lineage 29 
Photographic Review of the 

Week . 51 
Rough Proofs | 
Views from the Outside 12 
Voice of the Advertiser. 16} 


New | 


comprises the | 


| newspapers in 100 cities. The 1935 
|analysis covered 369 newspapers in 
95 cities. 

General Motors used 23,787,789 
lines of newspaper advertising in| 
1936, compared with 20,666,031 in 
1935. As indicated, however, the 
figures are not strictly comparable. 


CORONATION EMPHASIS 


r — — rere oe | 


Gi E enings We "Dudley 


Caps 


With the coronation date drawing near, 

The Gorham Co., Providence, R. l., is 

using this copy in April magazines with 

emphasis on the King Edward design in- 

troduced before David Windsor abdi- 
cated. 


Again Largest 


(Detailed Tabulations 
Pages 28, 30, 32, 34, 49) 


New York, March 4.- 
tors Corporation, which was _ the 
largest user of newspapers in 1935, 
maintained that position in 1936, ac- 
cording to an analysis by Media Rec- 
ords, Inc., of 388 daily and Sunday 


on 


Inc., 
newspapers 
larger 


The report of Media Records, 
proves, however, that 
used on a considerably 
in 1936 than in 1935. In 
302 advertisers used 150,000 
lines more in newspapers. The 
number in 1936 was 342, the increase 
being much larger than would 
accounted for by the additional 
newspapers measured. 


were 
scale 
only 


or 


Camels in Newspapers 


R. J. Reynolds Tobacco Company, 
which was in third place in the 
the 1935 tabulation, moved up to 
second in 1936, exchanging places 

(Continued on Page 45) 


-General Mo- | 


1936, | 


be | 
19 | 


FTC Asks Graduated 
Tax Upon Cigarettes 


U. Ss. Rubber, 
Goodyear Sell 
New Rayon Tire 


Akron, O., March 4.—A_ develop- 
ment in pneumatic tire manufacture 
said to be the most revolutionary 
since the balloon or “doughnut” tire 
in 1923, was simultaneously an- 
nounced today by Goodyear Tire & 
Rubber Co. of Akron, and the United 
| States Rubber Products, Inc., of New 
| York and Detroit with introduction 
| of heavy duty and bus tires using 
specially constructed and patented 


cellulose rayon cords as substitute 
for cotton cords. 
| Goodyear broke its announcement 


| with a doubletruck advertisement 


| in the March 6 issue of The Saturday | jy 


Evening Post, and U. S. in a simul- 
taneous press release. 

Introduction of the rayon cord tire 
culminates 10 years of 
with millions of test miles on rayon 
|cord tires having been run 
;companies under varying road and 
climatic and load conditions. Tire 
engineers of the two companies claim 
| the rayon cords add immeasurably to 
| tire mileage performances when the 
|rayon cord tires are used for heavy 
load, high-speed long distance truck 
and bus operations. 

Observers in the industry predict 
that the new rayon development 
ultimately will entirely supplant the 
use of cotton cords in truck and bus 
casings. Rayon cord tires now are 
available in 10 sizes ranging from 
the 32x6 tire up to the large 10.50 
casings. Costs run approximately 35 
per cent higher than standard tires, 
but mileage performance potentials 
are from 50,000 miles up to 100,000 
miles, it is stated. 


‘“‘BUZZ’’ LeQUATTE TO 
FORM AFA PROGRAM 


New York, March 5.—H. B. Le 
| Quatte, Inc., president of the agency 
|of that name, and president of the 


Advertising Club of New York, today 
was appointed general chairman of 
the program committee for the con- 
vention of the Advertising Federa- 


tion of America to be held here June 
20-23. 


Last Minute News Flashes 


Pond’s to Sponsor Mrs. 

Washington, D. C., March 
Franklin D. Roosevelt will be 
York, for Pond’s vanishing cream. 
and run for 13 weeks over an NBC 


A new 
sponsored 


Red 


Roosevelt's Radio Talks 
series of radio chats by 
by Pond’s Extract Co., 
series will start about 
network. 


Mrs. 
New 


The April 15 


Lee Appointed Trustee for Illustrated Mechanics 


Kansas City, Mo., March 
fllustrated Mechanics, 
ing the death of J. 


that the personnel will continue 


5.—John 
has been appointed trustee 
Irland Wood in an automobile accident. 
uncharged. 


M. general superintendent of 
for the property follow- 


Mr. Lee said 


Lee, 


Secretary Roper’s 1 Soni in Air Conditioning 


New York, March 5.- 
Roper, 
poration, 
chased from 


-Richard F. 


of the 
Democratic 


maker 


the Party 


Roper, 29-year old son of Daniel F. 


Secretary of Commerce, has become president of Pleasantaire Cor- 
Northwind summer 


air conditioner. 
following their use in 


Trailers pur- 
the last cam- 


paign will be used for demonstrations. 


Pontiac Breaks Used Car Drive in 4,000 Newspapers 


Detroit, 


March 5.—The first national release since strike cancellations, 


Pontiac Division of General Motors Corporation today scheduled the largest 


in 
dealer 


used car campaign in its 
tie classified advertising 
for Pontiac. 


history 
with 


4,000 newspapers. 


The campaign will 
listings to institutional display copy 


experiment, | 


by both | 


Finds Farmer Is ‘‘Ground 
Beneath Heel of 
Industry”’ 


Washington, D. C.,, 
Making a general 


March 4.— 
recommendation 


of legislation to prevent any com- 
pany engaged in interstate com- 
merce from acquiring the business 


of a competitor if the combined vol- 
ume should exceed a certain percent- 
age of the total, but directing its 
fire especially on the cigarette in- 
dustry, the Federal Trade Commis- 
sion this week filed an 1,800-page 
report on the economic status of the 
farmer. 

The survey and ensuing report re- 
sulted from a resolution adopted by 
the 74th Congress, declaring belief 
existence of monopolistic prac- 
tices among processors and middle- 
men. 

The Commission also reiterated 
previous recommendations that Sec 
tion 7 of the Clayton Act be amend- 
ed to prevent evasion of the under- 
lying principle. Much of the pres- 
ent “undue concentration of control” 
in industry, it said, has been” due 
to failure to fortify this provision. 


See Doom of Farmer 


Agreeing with the resolution of 
Congress, which said that industrial 
and commercial corporations are 
enriching themselves at the expense 
of the agricultural population, the 
F. T. C. proceeded to “record with 
dismay its belief that the survival 
of independent farming by men who 
own their own farms and maintain 
an American standard of living is in 
jeopardy.” 

While the report bristled with 
“big names,” such as General Mills, 
Armour, Continental Baking, Na- 
tional Biscuit, National Dairy Prod- 
ucts, Borden and others of equal 
calibre, the F. T. C. paid particular 
attention to the cigarette industry, 
recommending a graduated’ tax 
based on the manufacturer’s selling 
price to promote competition. 

“The cigarette industry,” the 
Commission found, “is dominated 
by four brands whose manufacturers 
maintain identical prices and 
change them upward or downward 
almost simultaneously, with no ap- 
parent relation to leaf tobacco or 
other costs. Although in recent 
years sales volume of ten-cent cigar- 
ettes has indicated the existence of 
a popular demand for a lower priced 
product, the dominance of the four 
leading brands has not been seri- 
ously impaired.” 

The F. T. C. went on to say that 
the uniform internal revenue tax of 
$3 per 1,000 on small cigarettes ap- 
parently has restricted opportunities 
of the ten-cent brands. It believes 
that a graduated tax would encour- 
age competition and affect leaf to- 
bacco prices favorably. 

In November, 1982, the report said. 
sales of ten-cent brands represented 
one-fourth of all cigarette sales, 
whereupon the Big Four cut prices 
drastically and sales of the cheaper 
brands declined to 7 per cent of the 
total by June, 1933. Thereafter they 
increased to a steady volume repre- 
senting about 11 per cent of the 
total. 

The report was devoted in large 
part to a recital of statistics de- 
signed to prove that a handful of 
manufacturers purchase the bulk of 
the farmers’ products. 
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MINNIE FROM 
MINNEAPOLIS 


SHORTER HOURS 
BRING BIGGER 


SAYS....... CIRCULATIONS 


spring here last week 


little M 


able t 


danced in up 


and almost uly 


boy I ha 


Before 


nine 
ven't been worl 
much too si 
I'm 


new pl 


you get 


a wreck from looking 


ing duds in the 


store 


Ww hen 


Boy. oh. boy 
outfit, 


will | cut a figure 


I get my And listen, lads, peo- 
ple are in a buying mood in this burg 
of Minneapolis. The question of how 


to reach them isn’t a problem any more. 


Climb! 


Now you'd say 128,000 families rep 


resent a lot of folks. And you'd say 
that many folks would buy a lot of 
stuff. Well, The Minneapolis Star's 
net paid average for February ex 
ceeded 128,000. That's another new 
peak, men, and evidence that folks 
here in Minneapolis and the North 
west prefer The Minneapolis Stat 

They're rootin’ and hootin’ for our 
product. They ll do it for yours, pro 
viding of course, you give ‘em a 
chance to know about it. That's where 
The Minneapolis Star comes in 
Being the Northwest's largest eve 
ning newspaper it naturally would! 
Response ! 

There are bright spots galore in 


The Star. That’s why it grows. Take 


for instance Vera. She’s a pert gal 
who roams the shops in town and 
then draws what she sees. Last week 


she sketched one day a new spring | 
suit one of those mannish gad 
gets. Well, 61 women called The| 


Star and asked where that suit could 
be purchased! 


Hardly a 
than 


The gals watch Vera. 
but 


goes by what 


day more 
about 


Vera 


a couple scores phone 


“where we what 


sketched 


Yeah, 
tough beards up here, 


get 


today?” 


with 


Some 


and you'll find guys 

But 
A local tie-up with an 
The 
day caused 


off the 


too, 
are happy nou 
Vinneapolis 
16 tough 


automatic 


electric ad in 
the 


bearders 


razor 
other 
to 

whisker scrapers. 


Star 


grab 


A local building and loan asso- 


ciation ran equal space in the 
three Minneapolis daily newspa- 
pers recently and The Star ad 
brought twice as many coupons. 


Take it fellas, The 
Minneapolis Star is doing a bang up| 
But that’s what you'd ex- 


from Minnie, 
selling job. 
pect, wouldn't you, with a paper with | 
third 
Minneapolis than the second eve- | 


a more home delivered homes | 
in 


ning paper? 


Drugs! 


Tops in circulation, The Star is get 
ting along in the advertising section, 
too. In retail drug lineage in 
The 


1936 


daily 


Minneapolis, Star carried 60¢ 


( 


of this copy in 


the 
Minneapolis Star, 
with better than 


daily retail drug space. 


tnd for first months of 
1937, The 
walked 


the 


two 
my pet, 


off Voc. of 


We've of 


about The Minneapolis Star and why 


got lots interesting stories 


today it reaches the most Minneapolis 


homes and why it rings the cash tills 


for those who use it. 


) 


Like to hear some pore, Give a 
ring to Guy S&S. Osborn, Scolaro and 
Veeker, ln Chicago, New York, 1h 
troit, St. Louts (1 sound like a 
train caller) and theyll bring the lat 


est dope. 
Be 


seein you 


; Ing 


|} ship between 


Pearson Tells Agate Club of 
New Opportunities 


Chicago, March 1 work 


p 


have create 


Shorte. 


ing-hours oviding leisure for t 


niasses a opportunities 


for constantly increasing magazine 
Pearson, 
Walter Thompson 
out 
Club 
the 


toward 


circulations, George 
buyer for the J. 
Company, pointed 
the Agate 
expressed 
the trend 
nh operation 
30-hour work-week 
still 
magazines 
circulations, 

“Tt back 
to the period of 
M1 
age wage-earner’s 
12 hours. A 
employment 
and work 
result 


space 


in address 


todas 


an 
before 

He 
with 
still i 
ol 
will be 


that 
hours 


viewpoint 
shorte1 
the possibility 
in sight 
opportunities 


and 


fo. 
mugazine 


greatel 
more and large) 
several 
IS70 and 
find that 
working 
would 
the 
evening; 
tired 
his 


we generations 
LSS80.”’ 
the 
day 
to his 
morning 
and 
night 
supper 
took 


£0 
said 
Pearson, “we avel 
was 
nan £20 
early in 
until 


Wa 


as a 
to 


he too by 


more than and 
bed. Often 


Sunday. 


do 
to 


of 


eat 


LO 


church up most 


Lacked Time, Incentive 


“There 
incentive 


much time 
and much 
same conditions applied so far as the 
woman in the home 
Such magazines 
then were of 
and 


as 


just wasn't 


for 


Ol 
reading, 
was concerned 
as were 
limited circulation 
popular magazines 
the phrase 


very 
appeal; the 
we understand 
didn’t exist at all 

“Beginning in the 1890's and early 
1900's find the  ten-hour 
into effect in business and in 
dustry, allowing more time for read 
and 


today 


we day 


coming 


cultural developments gen 
erally. Coincidentally with that we 
find beginnings of magazine circula 


|} tion of the popular type. 


also beginning 


“Tt the real of 
our large-circulation newspapers, pal 


Was 


ticularly the evening and Sunday 
papers, which began their growth 
and increased influence at that time 

“However, it was not until the 
nation-wide establishment of the 


eight-hour day, 


and later the half-day 
on Saturday, that the real growth of 


published | 


the | 


five 


there 


SALES FROM LEISURE 


_— 


George Pearson, J. Walter Thompson 
Co. space buyer, visions vastly increased 
circulations for publications through the 
trend toward reduced working hours. 


sponding change in our manner and 
tempo of living, resulting in turn in 
the development of somewhat differ- 


ent and varied forms of magazine 
journalism. We see some evidences 
of this already in the present amaz 
ingly rapid growth of some of the 
more popular types of mass publica- 
tions. 
New Forms Due 

“In this connection it is rather 
significant to note that six leading 
women’s magazines delivered in the 


spring of 1920 almost identically the 
volume of circulation that the 
leading magazines are expected 
to deliver during the spring of 1937. 
“T don’t mean to imply any criti- 
of women's magazines, 
are as ably and courageously 
magazines but 
find 


Same 


cism these 
which 
edited as any 


in of this 


can be; 


spite we that 


during | 


Indianapolis, March “Selling 
aviation is no different than mer- 
chandising a drug or grocery prod- | 
uct,” John Byrnes Walke1 vice- 
president in charge of traffic and 
advertising of Transcontinental & 
Western Air, Inc told members of 
the Indianapolis Advertising Club at 
| their regular luncheon last week, 

In a market analysis, TWA found 
that SO per cent of its passengers | 
were men, and that they did 70 per 
cent of their flying for business, 20 
|per cent for emergencies, and 10 
per cent for pleasure 

Proving to travelers with salaries of 
$4,000 and up that flying is a time- 
saver, TWA _ obviously proceeded 
with a selective 
selling job. 

Mailings are 


the same eight-year period there has | 


been a very great expansion of maga- 
zine readership as a whole. 


“It may be that instead of present- 
|day magazines doubling or tripling 
their circulations, there will be some 


magazines, both in number and in 
circulation, got under way. The| 
answer is” perfectly obvious—folks | 
have time and leisure to read, and | 


are doing so. 


Housewives Market Widened 


“Concurrently we have the develop- 
ment of labor-saving of all 
kinds for the home, affording the 
housewife as well a vastly increased 
opportunity for magazine reading. 

“IT don’t believe that this relation 
magazine reading 
the growth of leisure is accidental or 


devices 


by coincidence. It seems to me that 
the relation is entirely reasonable 
and logical It is true that other 


factors enter into the situation, such 


as higher wage levels, the vastly 
greater number of high school and 
college graduates, ete., which con 


tribute 

markets. 
“Whether 

a certainty 


to broadening magazine 
like 


we 


we it not, it is 
that are approaching 


of a six-hour day and a five- 


or 


the stage 


and 


day week for industry generally. If 
this comes about, we may well specu 
late on what may happen when the 
publie at large is given this further 
increase in leisure time. This is a 
problem which the editors of the} 
leading magazines may well ponder 
“It is entirely possible that it 


may not necessarily mean a vastly in 
volume of circulation on the 
part of existing publications only, al 


creased 


though there is no doubt that maga 
zines which now render real service 
to the publie will gain much in cir- 


culation and readership, and we may 
circulations of individual 
zines considerably greater than they 
are today. 

“On the other hand, there are many 


see maga- 


reasons to believe that increased 
leisure will bring with it a corre- 
a Bs 


Howard Cleveland, formerly with 
A MeKim, Ltd... Vancouver, has 
joined Ruddy Duker, Ltd., Vancou 
|} ver, outdoor poster and illuminated 
signs company 

Hastings to KDB 

Don Hastings has been appointed 
manager of KDB, Santa Barbara, 
Don Lee Broadcasting System sta 
tion. Recently he was engaged in ra 
dio writing in Chicago. 

4 


vears hence a considerably larger 
number of publications, each having 
circulation of very 

“The national advertiser 
have the opportunity 
ous selections of magazines 
fitted to his individual require 
ments, depending on where his mar: 


ket lies and how various publications, 


large size 

will then 
of buying vari- 
best 


meet 


Byrnes Likens 
Air Ride Sales 


to Groceries 


made to individ 
uals of firms on 
TWA routes, 
and in personal 


contacts, Charts 


and pictures are 
extensively used 
you can’t 
carry an_.air- 
plane around | 
under your arm, “— — 
A humorous y+ B Walker 
theme is used 
in direct mail to the 200,000 names 
on TWA’s list, and mailings have 
pulled as high as an 18 per cent 
return, 
Sales resistance to this modern 
commodity has been high in the 
form of fear, ignorance, the aver- 


sion of women to their husbands fly- 


| 


|} wetter 


ing, and newspaper publicity on 
crashes. 

The bulk of TWA advertising is 
lin newspapers, with modified testi- 
monials being used, along with 
magazines, publicity, collateral ad 
vertising and direct mail. 

Mr. Walker’s experiences in ad-| 
tising date back to 1919 when he 
was copy writer—and later copy 
chief for Montgomery Ward & Co. 
In 1923 he _ joined Critehfield & 
Co., and later went with Klau, Van | 
Pieterson-Dunlap-Younggreen, Mil- 
waukee. He was vice-president of 
Turnbull Agency in Chicago for three 
years and for five vears was vice- 
president in charge of traffic and 


individually or in groups, can most 
effectively and economically reach | 
whatever strata of society he may 


wish to deliver his message to 


Between Covers Interest 


“IT think one development in maga- | 
zine buying is certain to come about. | 
That is that advertisers and agencies | 


are going to be as much or more in- 
terested in what between the 
covers of a magazine than they are 


is 


in statistical data on circulation, dis- | 


tribution and rates.” 

Mr. Pearson was called for grand 
jury duty this morning, and his in- 
teresting address was read by A. G 
Ensrud, of the J. W. T. space 
buying organization. 


or 
+4 


also 


New Accounts for 


Campbell-Ewald | 


Campbell-Ewald Co., Chicago, has 
been appointed to handle advertising 
of the Bakerite Corporation, subsidi 
ary of Wilson & Co., Chicago; the 
bakery division of this company 
Which processes all kinds of fats fou 
and the dog food division 
The agency has also been retained by 


bakeries; 


the Wisconsin Alumni Research 
Foundation, Madison, Wis. 

The quarters of the agency's Chi 
cago branch, in the Carbide & Carbon | 


Bldg., are being enlarged. 


Cleveland to Duker 


advertising for Greyhound Lines. 


‘ 


| tension 


aaa 


TRI-POINT FOR TWA 


(uly TWA 


. THE LINDBERGH LINE 
(THE LOWEST § =f Zen Ager 
AIR TRAVEL Be boee. SPEED 
FARES IN sie LUXURY 
AMERICA _rrcieer 


2 TIMES MORE PEOPLE TRAVEL TWA- FASTEST LUXURY AIR TRAVEL roe COAST w COAST 
~~ The or . 


— ; 


were 


- 
TWA Fangs 

( Than Tee 

r peat 


fw | 
ust Ta 


me 
~ 


in. = 


ee ne ea 


TWEE LiMOBERGw Line 


Opening its 1937 advertisirg drive 

Transcontinental and Western Airlines 

used this three-point copy to herald vir 

tues of the new Douglas liners now being 
placed in service. 


New Agreement 


to Aid Trade 
of Canada-U.S. 


Toronto, March 3.—Canadian busi 
men expect widening of thi 
trade agreement between the United 
States and Canada at an early dat 
the result of the new agreemen! 
between Canada and Great Britain 

Observers point out that although 
the American agreement has _ still 
two years to run, and cannot be re 
stricted in its present operation, 
there nothing to prevent its ex 
in other directions. 

The new agreement with Great 
Britain permits a higher American 
content in automobiles exported from 
Canada to the United Kingdom. 


ness a 


as 


is 


. 
Jennings Promoted 
Robert C. Jennings, sales manage? 
of WSAI, Cincinnati, for the past 
two years, has been made assistant 
manager heading sales and programs 


Scheduled by Mennen 


The Mennen Co., Newark, has 
scheduled copy for shaving cream 
and other products in 26 magazines. 
Baby product advertising has been re- 
sumed in magazines. H. M. 
Advertising Agency 


Kiese- 
is in 


charge. 


May Meade Sales 


John May, assistant general man- 
ager of sales, American Steel & Wire 
Co., Worcester, Mass., has been ap 
pointed vice-president and general 
manager of sales. He succeeds D. A 
Merriman, who retires in Septembe) 
under the company’s pension plan. 


leads! 


Write now. 


WE THINK HE’s GOOD! 


All the world loves a leader, — and 
this publication Advertising Director 


For instance, under his management his pub- 
lication was first in its field in total adver- 
tising linage five out of six depression years. 
(‘In its field’? includes more than 50 national 
and sectional magazines, some of them older 
than you.) In 1935, to point again, his weekly 
made the largest commercial display gain over 
1934 in its field,—and landed first. This double 


record was repeated in 1936! 


Our friend knows the publication field, news- 
paper and magazine, singly or in chains. His 
long experience spans them all. He knows ad- 
vertising agencies; knows accounts. Moreover, 
he knows in the sense that he foresees develop- 
ment, and possesses the kind of aggressiveness 
that helps the developing. 


He will be available shortly. We think he’s a 
natural to build your Pacific Coast linage. 


Address: Mr. Burke 
McCANN-ERICKSON, INC. 
114 Sansome Street 
San Francisco 
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A Niagara of Coverage 
ls Still Better Than 


| Mississippis of Mileage 


WF) \¥ 


ion 


“am 


EOPLE, not territory, make 
coverage. 


Niagara will give you more ac- 
tion in a minute than the Mis- 


sissippi in a lifetime. 


The Metropolitan Group, for ex- 
ample, covers more people in 
less territory than media that 
cover more territory with fewer 
people. 


Its 6500000 to 8000 000" Sun- 
day circulation excels all single 
or group media in both Immen- 
sity and, therefore, Intensity ol 


THIN! ... concentrating in that 
Twenty-state Northeastern area 
where 60% of the people live 
and are responsible for 67% of 
all the retail merchandise sold. 


Its enormous circulation is liter- 
ally a Niagara of Concentrated 
Coverage ...a boiling, sales- 
fed cauldron of product-oppor- 
. whereas the limited 
circulations of the Mississippis 
of Mileage grow thinner the 
further they go. 


tunity . . 


Which shall it be?... Mileage 
or Coverage?... Vegetation or 
People? ... Scenery or Sales? 
...Long Distance Journeys that 


Tire or short Haul Jaunts in 
Markets that Jell? 


Coverage. a 
It gets lonely on the Mississippi. 


It spreads THICK, millions more 


than other mediums spread But there are no dull moments at the Falls! 


* with additional or alternate papers 


eekly 


Additional or alternate papers 


Boston HERALD e Buffalo COURIER-EXPRESS 
Detroit FREE PRESS e New York HERALD TRIBUNE 
St. Lous POST-DISPATCH e@ Washington POST 


Gravure 


Comics 


Metropolita 


Baltimore SUN @ Boston GLOBE e Buffalo TIMES e Philadelphia INQUIRER 
Chicago TRIBUNE e Detroit NEWS e@ New York NEWS e Pittsburgh PRESS 
Cleveland PLAIN DEALER e S:. Louis GLOBE-DEMOCRAT e Washington STAR 


Color 


_THE LARGEST CIRCULATION IN THE WORLD-FROM 6'/, TO MORE THAN § MILLION FAMILIES* 
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Easter Theme 
Employed for 


Chrysler Show 

Det March } rhe subtle 
stion that ‘ C} sler 

go well with Easte inery 

W ye made in a spril iles drive 
aie sler’s Easte Parade t be 

iged March 15-25 
\ Ie director of ad 


ition of the 
of Chrysler 


poration, 


ig al promeé 
ysler Sales Division 
os 


said there will 
be special ad- 
vertising re- 
leases in five 


magazines ra- 
dio spots in 48 
and a 
special outdoor 


posting 


Dealers have 
been urged to 
use a special 
newspaper Cam- 

A. E. Tongue paign prepared | 

by Lee Ander- | 

son Advertising Co., and time on 
their local stations, to supplement 


the national effort 


Jecause Easter falls on a very 
| early date this year, it ties in well 
with the beginning of spring sales 
|}activity in most parts of the coun- 
try, Mr. Tongue explained. In the 
“Parade” event, a special appeal 
will be made to women in the be- 
lief that their preferences are a 
large factor in selection of the aver 


age family car. 


Style parades, featuring the model- 


ling of garments and hats by socially 


will be 
dealers, in 
rooms or public halls. Other dealer 
events include motion picture 


prominent young women 


staged by many show- 
shows, 


and street parades of floats bearing 
Plymouth and 


handsomely-gowned 


Chrysler and cars 


girls 


Tops Lineage Records 


The Feb. 26 issue of the Oklahoma 
City Times set a new page and line- 


age record in that city for a regular | 


daily edition, exceeding even special 
editions and Sunday papers in 
In the 70 pages appeared 94,598 
lines of local retail advertising, of- 
fering merchandise in a 
sale known as “Dividend Day.” 


ace, 


Plan Confectionery Show 


The Fourteenth Annual Confec- 
tionery Industries Exposition, spon- 
sored by the National Confectioners’ 
Association, will be held May 24-28 
at the Palmer House, Chicago. 


city-wide 


: |} break March 15. 
line- | 


manufacturers 
| this virgin market for many years. 


ELECTRIC RANGE 


AT LAST GIVEN 
CHICAGO CHANCE 


Virgin Market Thrown Open 
to Manufacturers 


Chicago, March 4.—Between 50,- 
000 and 75,000 electric ranges will 
be sold in Chicago within the next 


three years, as the result of a series 
of developments which have set the 
for the first electric range 
campaign in the history, to 

Common- 
is sponsor- 
promotion, a flood of 
also expected from 
who have been eyeing 


stage 
city’s 

While 
wealth Edison Company 
ing the initial 
advertising is 


At present, only about 250 electric 


ranges are in use in Chicago, ac- 
cording to experts. 

Opinions differ as to all of the 
|factors which prevented cultivation 


of this huge market successfully, but 


ERE 10 GO... and stay.. 
WHAT T0 SEE... and ad... 


Readers of The Christian Science Monitor, about to 
travel, turn to the Hotel, Resort and Travel pages of 


the Monitor for information. There 
the Monitor says’’ about the hotel 
route to follow ... 


whether they 


near-by city or around the world. 


they learn ‘‘what 
to patronize, the 
are going to the 


These readers turn just as naturally and as con- 


fidently to the Monitor 


advertising 


THE 


columns for 
guidance in making all purchases. If your story isn’t 
there, it will pay you to investigate. 


RISTIAN SCIENCE MONITOR 


Published by The Christian Science Publishing Society 


Boston, Massachusetts 


BRANCH OFFICES: New York, Chicago, Detroit, St. Louis. Kansas City, 


San Francisco, Los Angeles, Seattle, Miami . . 


London, Paris, Geneva 


DAILY NEWSPAPER FOR ALL THE FAMILY 


STYLED BY 


STYLIST 


Rouff, 
fashion designer recently employed by 
John H. Woodbury, Inc., this Windsor 


Creation of Parisian 


Maggy 


Rose package and powder shade has 
newly been placed in distribution. 


among them high rates and 
joint ownership of utilities which re- 
| sulted in the decision of some of the 
higher-ups to sell gas for cooking and 
electricity for light. James Simpson, 
chairman of the board of Common- 
wealth Edison Company, has 
wrestled with both problems with a 
high degree of success. 


were 


Rates Are Lowered 


Under a new rate schedule recently 

announced, all electricity used in ex- 
cess of 100 kilowatt-hours per month 
by a residential customer costs only 
|two cents per kw. This will enable 
householders to use electric ranges 
for about $3 a month. Mayor 
La Guardia licked the same problem 
in New York a year or two ago. 

A series of meetings between rep- 

resentatives of Commonwealth Edi- 
son Company and manufacturers and 
distributors of electric ranges is 
being staged here this week to iron 
out all details of the new campaign. 
Commonwealth Edison’s strategy is 
complete to the last detail, one of 
lthe most important factors being 
| payment of $35 to retailers toward 
|the cost of installing each approved 
range sold to an electricity customer 


of the company. Hitherto, installa- 
| tion costs have been so high that 
even enthusiasts have been discour- 
aged. 

The company explained on this 
score: 


| “Bleetric range merchandising dif- 
fers from that of other electric ap- 
pliances because of the installation 
problem. The company’s range in- 
stallation bureau will assist retailers 
in solving this problem by perform- 
ing the following services: 

“1, Advise with co-operating re- 
tailers on the most economical 
methods of installing range ‘wiring. 


Importance of Installation 


| “2. Make a preliminary investiga- 
| tion to determine if the electricity 
|service is of sufficient capacity to 
|permit the addition of a range. If 
| the capacity in the street is insuffi- 
cient, a line extension cost will be 
;estimated and the company will in- 
form the retailer whether, under the 
| company’s standard practice, the line 
|extension will be made free of 
|charge or a deposit will be required 
| from the customer. 

| “3. Make a final check-up to as- 
| sure that the installation has been 
;}made according to the rules of the 
bureau of inspection, Department of 
Streets and Electricity, of the city 
and of the Commonwealth Edison 
Company.” 

In addition, Commonwealth Edison 
| will pay dealers $5 toward trade-in 
allowances made on electric ranges 
\listing for $100 or less and $10 on 
|ranges listing for more than $100. 
| The company’s staff of home ser- 
vice advisers will also be made avail- 
able to co-operating retailers for 
|demonstrations in homes, training 
|demonstrations for dealers’ sales- 
fore and cooking demonstrations be- 


fore women’s organizations. 
educational range courses for retail 
| employes 


are also being organized. 


A special Dealer 


dealers participating in 
electric range campaign. 
operating 
carrving 


one or stores, 


}all business between 
| and 
more 


secure 


the benefits 
An electric range 


outlined. 


campaign was 


Other 


Co-Operation De- 
partment has been created to handle 
the company 
the 
Any dealer 
and 
a representative display of 
approved ranges, is eligible to apply 
for registration in the campaign, and 


Tells Ricstinaie 
to Take Public 


into Confidence 


Montreal, March 2. 
relations underlie the difficulties 9 
financial institutions with the 4) 
berta government and the genera] y 


Faulty publi 


Do- 
litical troubles of business, J. q 
Johnston, Toronto financial writer 
told the Advertising Club of Mop». 


treal Friday. 

Amelioration of existing difficulties 
can be brought about only by time 
but business should begin 
combat politically radical 
in the future, he said. 

He cited two companies which 
came through the depression with 
minimum of criticism although eae) 
was perhaps vulnerable because cop 


now t 


Spicuous. Each of these organiza, 
tions started long ago to build y 
adequate public understanding of 


their problems, with the result tha 
neither is a source of political cap. 
ital in these times. 


———— — — — 


discussed and actually scheduled, q 
few years ago, but failed to materia] 
ize. While there is some difference 
of opinion as to the _ back-scene 
moves which caused this failure, the 
preponderance of testimony seems 
to indicate that Sam Insull, then the 
czar of utilities in Chicago, as wel] 
as elsewhere, had issued a decree 
Mr. Insull was at that time more in 
terested in maintaining the gas 
market than in increasing the elec. 
trical load, the experts aver. 

The manufacturers’ have beep 
chafing under this restraint, but 
could do nothing. James Simpson 
who came into the picture as one of 
the receivers following the collaps 
of the Insull empire, has 
much attention to the 
finally throwing the arena 
electric ranges. 


devoted 
situation 
open to 


Cost of Ranges 


The average -price of a high class 
electric range is considerably higher 
than that of gas, being about $150 
The minimum price is $75. Sueb 
ranges were formerly available for 
much lower prices, but manufac 
turers found that unless all modern 
accessories were available, the user 
might fail to realize the full advan: 
tages of the purchase and eventually 
turn back to the gas range. 

That this policy has been justified 
was indicated by a recent survey i 
11 cities. No less than 97 per cent 
of those now operating electri 
ranges said that they would buy the 
same type when again in the market 
According to the same survey, col 
ducted by electric interests, 39.6 per 
cent of those using gas ranges ind 
cated that they would change t 
electricity at the first opportunity. 


Stone with McCord 


Wallace Stone has joined The M 
Cord Co., Ine., Minneapolis agenc! 
as account executive. He was for 
merly with Station WCCO, Minn 
apolis. 


CHE 


APER 


es ie ing 


Quantity buyers: 
Lend an ear. 
Newscolor prices 
less deat 
Booklets 


Brochurés 


are far 
Catalogs, 
Folders, 


Newscolor printe¢ 


The saving is your 


_ EXCLUSIVE PRODUCT oF 
SHOPPING NEWS 


CLEVELAND, OHIO | 


agitation | 
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gency 
as for 
Minn 


Rural folks in Texas and Oklahoma depend largely on 
The Farmer-Stockman to solve their farm and farm 
home-making problems. They look first in the paper. 
Then if they do not find the answer to their questions, 
they write. 


Thousands of inquiries each year from subscribers vary 
from ‘‘How deep should I plant onion sets,’’ to ‘‘How can 
I break my child of the habit of sucking his thumb?”’ 


People do not lay their intimate problems before a 
stranger. They turn toa person, ora publication in which 
they have the utmost confidence. In no way is the confi- 
dence of the Southwestern farmer in The Farmer-Stock- 
man better exemplified than by the fact that it has the 
greatest Texas-Oklahoma circulation of any farm paper. 


The FARMER-STOCKMAN 


OKLAHOMA CITY, OKLA. 


THE OKLAHOMA PUBLISHING COMPANY 


THE DAILY OKLAHOMAN 
OKLAHOMA CITY TIMES 
RADIO STATION WKY 
MISTLETOE EXPRESS 
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barreled effectiveness, 


Astring- O- Sol ayer a new 
. * e | dising angle, and at the 
Gives Dividend 7” fis —— device 


Bottle to Buyer ed to use the 


since 
merchan- 
time 
Under the 
purchaser is request- 


druggists 


same 


“dividend” bottle first, 
if he is not satisfied with this he 
may return the full size package for 

Detroit March 4 \string-O-Sol, | refund of entire amount paid. 
antiseptic germicide, has declared a Promotion of the “dividend” plan 
25 | ent merchandise dividend,|is concentrated in car cards, two- 
payable to purchasers during March| sheet posters, window strips plus 
and April, as a unique tie-in with the|local newspaper copy in several 


flood of extra 


dividend announce-| cities. Though in effect less than a 
ments that appear on financial pages |month, the “dividend” has already 
and the current general prosperity | proved to be a sales dividend for 
stories Astring-O-Sol, since sales have sky 


Under the 
ment, the 


dividend” 
consumer gets 


arranges rocketed to highs, 
Palistrant, 


of stock | manage) 


new Joseph I 


divisional 


a new pack Eastern sales | acaden 


age decorated in the style said. 


certificates, with copy in reverse The “dividend” will be featured| was di 
and color to emphasize the dividend | for three months more only In set- | this 
offer, so that mere display of the| ting up the plan, care was taken to| cago. 


package constitutes the advertise-| see that the “dividend” bottle would 


ment not be sold separately, by making | “economi« 
The new package holds the reg-|it appear entirely different from the 


ular 8-ounce bottle in its original| regular package, and by printing 

carton, plus a 2-ounce “dividend’’| “not to be sold” on the back of the| by 
bottle, specially put up not to re-|label, clearly visible through the | teaching, 
semble the larger unit, all for the} bottle. talks, ¢ 


regular price of the 8-ounce bottle. As at the University of Wisconsin, 
Simil: , e ‘ ‘eported in ADVERTISING 
Similarly the f-ounc: bottl of McCord Gets Hubbard re] f pariah 
Astring-O-Sol comes with a 1-ounce i i E Mank: March 1, the attacks upon 
“dividend,” The Hubbard Mil ing Co., Mankato, tising were found in courses outside 
, |Minn., miller of Mother Hubbard} : ge a 
Frederick Stearns & Co., De-| the fields of direct 


|flours and cereals, and Sunshine 
feeds, has appointed The McCord Co., 
Minneapolis, as advertising counsel. | 


troit 
Sol, 


Astring-O 
idea for its 


manufacturers of 
chose the dividend 


The 


Pd FOOL: 


ug{f PO1 HATE HiM— COULD J 
“| CHOKE HIM — HIM AND 


HiS FOURTH FAMILI- 
PHOOEY /—A LOT OF 


( US GIRLS / so 


The Daily Journal with acirculation 
lead of 31% in Portland, Oregon, reaches 4 
families to every 3 families reached by the 
second paper. That FOURTH FAMILY repre- 
sents plus buying power, plus sales.In 1936 
the FOURTH FAMILY spent $20,630,000 
in Portland's retail stores. 


Portland merchants know it! And capitalize on it! They know that they 
can’t afford to overlook such a big potential. In 1936 they reached and sold 
the FOURTH FAMILY by using 3,024,949 more lines of retail advertising 
in the Journal than in the second paper. That was good space-buying, good 
sales-sense. You can profit by their good judgment and experience. Use 


the Journal and sell the FOURTH FAMILY too! 


™ JOURNAL 


PORTLAND, OREGON 


REYNOLDS-FITZGERALD, Inc., Nationa! Representat 


New York Philadelphia 


Chicago Detroit San Francisco 


cheapening 
Chicago 


magazine 
ind textbooks. 


SOCIAL LIFE IT LEAVES) 


Chicago, March 


scovered by 
week at the 


“Making an art 


charge 


ives 


Los Angeles 


waste,” 
influence,” 
the charges made against advertising 


SHOTS FIRED ON 
ADVERTISING AT 
U. OF CHICAGO 


Students Hear Charges of 
Economic Wasie, Deceit | * 


New phases of 
lic attacks upon advertising in 
the nation’s colleges and universities 

ADVERTISING 
University 


deception,” 
“vulgarizing, 


are 


professors, in 
writing, 


training for ad- 
vertising and business. 


that advertising 


Seattle 


ol 


some 


AGI 


LIFE FOR GOVERNOR 


|  —_——_ 


ae ee 


— — 
Gov. Lloyd C. Stark, Missouri (left), 


exchanges congratulations with G. Gor- 
don Hertslet, president, St. Louis Adver- 
| tising Club Feb. 25 after the governor's 
induction as a life member of the club. 


|consumers is largely a matter of 


| Vagueness, mystery and deception is 
|made by Miss Hazel Kyrk, professor 
|of economics and home economics, in 

her textbook, 
|of the Family.” 
| “In short,” 


clares, 


“Economic Problems 


Professor Kyrk de 
“appraisal of the market and 
of advertising in particular, as an 
information-giving, mistake-reducing 
agency shows great 
many 
promotes 
11 


weaknesses. In 
hinders rather than 
buying; makes it 


cases it 
good 
matter of 
| considered process. 
“A vast 
today 
| may 


nore a 


amount of the advertising 

addressed to the consumer 
justly be called distressingly 
| ubiquitous, blatant, offensive to good 


|taste and good manners. It is too 
otten a vulgarizing, cheapening in- 
fluence, tending to make an art of 


deception and to reach the public to 
admire successful mendacity.”’ 
Advertisements of consumer goods 
rarely give the buyer information on 
specific characteristics of the adver- 
| tised article, such as 
| construction or 
| her students. 
| 


composition, 
durability, she tells 


Hits Competitive Advertising 
This is true, Professor Kyrk de- 
because much space must be 
| devoted to “irrelevant” facts, as part 
of the want-creation process; be- 
cause there is no uniform terminol- 
ogy for communication 
and consumer: 
sellers do not want the 
position or character 
known. 


| clares, 


vertiser and because 
exact com- 


of the product 


“Vagueness and mystery enshroud 
many products,” 
An important element. in 
marketing costs,” 
declared in a 
penditures for 


she says. 
“high 
Kyrk 
radio talk, “is the ex- 
competitive 


Professor 


advertis- 


ing and selling which have Been so 
rapidly increasing in the past two o1 
three decades.” It is the consume! 
who pays for “the armaments used 


in the struggle to get his patronage,” 

she said. 
Professor Kyrk 

AGl that she 


praise” for 


told 


has 


ADVERTISING 
“nothing but 
advertising, as a 


neces- 

Sary part of the business system. 
“It is, however,” she added, ‘a 
serious thing the way that adver- 


tising is necessarily 
shaped by the fact 
selling nature—it 


mational The 


limited or 
that it is of a 
should be 
only 


infor- 
W ho 


people 


ought to guide demand are those who 


are intormed as to needs. and who 


are not interested in 


Paul H 


Hhomics 


sales,” 


} 
Douglas, prote ssor Of eco 


and deeply interested in con 


outlines thre 


Stille! co-operatives 


irgument against advertising as an 


‘economic waste” in his” article 
“Profits and the Profits Svstem,’ 
printed in “Social Action,” published 


monthly by the Pilgrim Press for the 
Congregationa] 
America, 


firm 


and Christian 


Churches of 


‘Each 


SUTVIVE 


naturally wishes to 


and to grow,” Prof. Douglas 


AFTER 
alf a Century 


Now that BAKERS 


to pause 


HELPER has 


lo mark this pause, an 
idvalr 


issue of 


” prepared for us by 
rdvancement 


important men oon 


Naturally, this will build reader enthusiasm 
n this issue, telling your story. of 
ind long life. 


progress 


send wou the illustrated brochure 
wrlawt, 1) / th 


330 S. WELLS ST. 


icosts of 


between ad- | 


| sumer is enticed 
guess-work, less a | 


- ——— 


declares. 


and retain 


“To do so, it must att 


customers. Therefor: 


|seeks to convince the buying p 
|that its 


products are 
those of its competitors and to ¢ 
the attention and 


superior + 


loyalty of 


buyers. The result is widespreag 
|}advertising in the form of windoy 
dressing, canvassing by sales 


and the tooting of ‘one’s own 
in the and magaz 


newspapers 
over the radio, etc.” 


Say Wants Are Created 


Two economic defenses are oft 
for such advertising, he ass: 
Advertising makes men and wo 


want more things, stimulates t 
activity and hence increases le 
national income; and, by building 


up large concerns, advertising r¢ 
duces costs by obtaining the econo 
mies of large-scale production. 

“While these arguments are valid 
they are only a part of the rea 
story,” he declares. “To the degree 
that the national income is fixed, ad 
vertising merely determines which 
firm or industry gets the consumer's 
dollar. Each necessarily has t 
strive for it in order to survive. But 
the energies devoted to this purpos 
from the standpoint of society 
largely cancel each other. The con 
from Fit-U-Well to 
Fit-U-Better Clothes and back again 
even though it makes no real differ 
ence which he buys. 

“Each firm is 
cessful in 


necessarily unsu 
getting the majority of 
the potential customers to buy from 
it. Consequently it has to load the 
these failures on to the 
prices which it charges those who 
do buy. Every other firm does the 
same and the result is that the con 
sumers pay for his process of mu- 
tual cancellation. Large numbers of 
men and large quantities of natural 
resources are thus wasted upon these 
efforts which if released for produ 
tive work would greatly increase the 
quantity of food, clothing, shelter and 
necessary services which the publi 
could consume. 


“Puffy” Copy Attacked 
“Nor does advertising 
it will be the better goods whic! 
will be purchased. Research and 
analysis have revealed many harm 
ful products which have been lifted 
into widespread use by ‘puffy’ ad 
vertising.” 
In his course, “Survey of Business 


insure that 


| Psychology,” Arthur W. Kornhause! 


associate professor of business ps) 
chology, ‘‘attempts to treat the prol 
lems of advertising and selling 
processes of interaction, in whic! 
the psychological techniques and 
actions handled disinterested! 
and objectively,” he said 


are 


Only secondarily, he declared, 
an attempt made to suggest “soci 
|evaluation of the process.” 4H 


“FORWARD 


ilmost completed 50 years 
ind see just what has been accomplished during those 50 
BAKERS’ 
cement of the Baking Industry during this half century 
‘Very event, every accomplishment will be recorded 


CHICAGO 


the industry 


that will last for months 


raises the question as to what exten! 
advertising is misleading, and how 


far it induces people to buy “col 
trary to their long-run desires an 
best interests, as later seen by th 


consumers themselves.” 
Advertisers Stifle Thought 
The 
said, is seeking not 


advertiser or salesman 
to encourage 
to minimize 


thought 


deliberation or crit 


On the whole, Professor K¢ 
hauser considers Consumer's’ R 
search reliable It makes “mi: 
takes,” and has a_ special bias 
fone on certain matters which 
doesn’t like, but altogether, is 
‘first-rate effort” and “honest, 
said It Consumer’s Researe 


‘occasionally 
tentional, he 

“The 
symptomatic of the evils of the 


unfair.” it is no 
believes. 


evils of advertising 


( ( tinued Page 44 
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— The fact that advertising revenue for the May 
ee Pictorial Review-Delineator exceeded May 
a 1936 by over 100% is most significant. It means 
me that advertisers recognize (1) an exceptional 
opportunity for volume sales at low cost 
(2) unexcelled reader appeal in the superior 
fiction and only complete novel each month in 
- woman’s magazines and (3) quality circulation 
. in the rapidly rising newsstand sales and 
; complete lack of boy-sales or in-arrears 
subscriptions. It means that again in the June 
issue, 3,000,000 circulation at a cost of less than 
% of a cent per family is an outstanding 
advertising investment. 


“Pictorial Review 
ig omit Delineator « 
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SENATE GROUP 
OPENS HEARING 
ON FAIR TRADE 


Washington, D. C., March 4.—Re 
sponding to strong reaction against 
the fair trade bills supported by 
Senator Tydings and Congressman 
Miller, the Senate judiciary com- 
mittee reversed its position and 


today started open hearings to per- 
mit opponents to have their say. 

Emanuel Celler, 
New York, apparently the spear- 
head of the attack on the bill, 
terday demanded that the Federal 
Trade Commission investigate the 
motives behind the proposed legis 


Congressman 


yes- 


lation. He previously filed a minor- 
ity report, as a member of the 
House Judiciary Committee. 

During the hearings before the 
House Judiciary Committee, many 


important groups supported the Tyd 


ings-Miller legislation. These in 
cluded the National Association of 
Retail Grocers, National Association 


of Retail Druggists and others. 
National 


asked 


The 
Association of Manufactur- 
that the advertising fea- 
tures be strengthened. 

Opponents before the House 
mittee were the American Home 
Economies Association, the National 
Grange, R. H. Macy & Co., and the 
National Retail Dry Goods 
tion, among others. 

Numerous farm and 
ganizations petitioned 
committee for a hearing. It 
pected that strong 
will be made that consumers would 
be unjustly penalized by the na- 
tional fair trade bill. 

The National Retail Dry Goods As- 


ers 


com- 


Associa- 


consumer 
the 


or- 
Senate 
is ex- 
representations 


— 
° 


\ 


Window display furnished dealers by 

Vollrath Company, Sheboygan, Wis., 

which shows tops of kitchen utensils in 

seven colors to match any decorative 
plan. 


sociation announced that it would 
withdraw its objections if the bill is 
amended to prohibit the resale of 
branded merchandise below the net 
delivered invoice cost. 

In his minority report, Congress- 
man Celler contended that distribu- 
tors are using this legislation as a 
means of forcing manufacturers to 
give distributors fixed margins un- 
der cover of eliminating loss-leaders. 


Sign WBS Contracts 
The Don Lee Broadcasting System 
will become affiliated with World 
Broadcasting System effective April 
1. Others who have signed with WBS 


in the last few weeks are KVGB, 
Great Bend, Kan.; WFOY, St. Au- 
gustine, Fla.; and WEAU, Eau 
Claire, Wis. 
Joins Brother 
Bernard Gross, formerly with Ad- 
vertising Composition Co., has be- 


his brother in 
Inc., 


come associated with 
the firm of Horace L. Gross, 
Philadelphia. 


The Herald Advertising Agency, 
Philadelphia, has moved its offices 
to the City Centre Bldg., 121 N. 
Broad St. 


ESSAY CONTEST 
WINS PLAUDITS 


Requests for Details Pour in 
from Educators 


Chicago, March 4.—In addition to 
a dozen or more daily newspapers 
scattered throughout the country, at 
least one college daily—the Minne- 
sota Daily—will run local contests 
tying up with the national competi- 
tion. 

Requests from high school and col- 
lege instructors for leaflets giving the 
rules and regulations are pouring in. 
Yesterday alone 449 such leaflets were 
sent to educators on request. 

Additional evidence of enthusias- 
tic approval and support from indi- 
|vidual newspapers, state associa- 
|tions, and other publishing 
continues to arrive in every mail. 

Leading figures in the advertising 
field express their satisfaction at this 
widespread attempt to stem the cur- 
rent of disbelief in advertising. 


Contest in Second Week 
These are the highlights of the 
Second Annual ADVERTISING AGE es- 
say contest for students in high | 
schools and colleges, as the nation- 
wide competition gets well into its 
second week. A total of $1,000 in 


cash prizes, plus two all-expense trips 
to New York, will be awarded in the 
competition by ADVERTISING AGE to 
those students who write the best es- 
says of 1,000 words or less on “How 
Advertising Benefits the Consumer.” 

“It seems me that ADVERTISING 


to 


— — — 


EDITORIAL EXCELLENCE 


1S THE FOUNDATION OF A GOOD ADVERTISING MEDIUM 


| 


Built 


and 


He symbolizes 190,000 families who read the Buffalo 
Evening News every day. 
father are intensive readers of the News because it is 
editorially balanced to serve their reading interests. 
The News is Buffalo’s favorite family newspaper—its 


outstanding advertising medium. 


UFFALO EVENING NEws 


EDWARD H 


Western New York’s Greatest Newspaper 


A Newspaper 


All Members 
of His Family 


Brother, sister, mother and 


BUTLER, Editor and Publisher 


for Him 


NEW YORK 


CHICAGO 


National Representatives, KELLY - SMITH CO. 


— BOSTON — PHILADELPHIA — 


ATLANTA 


— DETROIT 


OF ADVERTISERS: 


groups 


SUCCULENT MOMENT 
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| 
| 


| ra  ' 
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Philip J. McAteer, president, Advertising 
Club of Boston, during a recent "official 
appearance.” 


AGE is to be commended for sponsor- 
ing such a contest,” B. P. Huffard, 
president of National Carbon Com- 
pany, comments. “While it is true 
that advertising, like most other busi- 
ness activities, is the subject to 
abuse, it is also true that advertising 
is a legitimate tool of business when 
used by honest hands. 

“T have never been able to under- 


|stand why so much sound and fury | 
| has been worked up around the sub- 
To me advertis- | 


ject of advertising. 
ing is simply a form of selling. I do 
not find embattled partisans scoring 
the efforts of house-to-house sales- 
man, of insurance solicitors, of retail 
clerks, or of any group which tries 
to impress the prospect with the 
merit of an article or service. And 
yet I cannot see any basic difference 
in ethics, economics or justice be- 
tween that kind of effort and adver- 
tising effort. 

“A manufacturer uses advertising, 
I take it, because he cannot afford to 
hire salesmen to call in person on 
consumer-prospects. It is, to me, as 
simple as that. Therefore, when 
attacks upon advertising grow par- 
ticularly vehement I am led to be- 
lieve that those who lead the assault 


|are taking advantage of public igno- 
| rance of advertising, its true nature 
j}and function, in order to attract the 


spotlight of public attention to them- 
selves, 

“Consequently, it seems to me that 
any activity such as that which you 
are sponsoring, calculated to inform 
the public as to the nature and func- 
tions of legitimate advertising, is a 
worthy one.” 

Says Shelley Tracy, 
Tracy-Locke-Dawson: 

““ADVERTISING AGE is to be congrat- 
ulated on its essay competition. The 
| possible effect of this activity may go 
| deeper into the social and economic 
|influences for the future than 
its effect on the advertising 
try.” 
| Paul 
| tising 


president of 


V. Barrett, director of adver- 
of International 
dence Schools declares that ‘“‘ADVER- 
risinc AGE is to be commended for 
{its constructive efforts on behalf of 
all advertising. 

“Whoever thought 
reaching out to 
high school and 
teaching them to think in of 
consumer benefits from advertising, 
evidenced a spark of genius.” 

“The contest interesting 
and praiseworthy venture on your 
part,” Frank J. Reynolds, president, 
Albert Frank-Guenther Law, Inc., 
clared. “There is no doubt that this 
competition will do a deal to- 
wards elevating the profession of ad- 
vertising.” 

“The problem you mention one 
that we have been conscious of, par- 
ticularly during the past several 
years,” <A. H. Boylan, advertising 
manager, Drackett Products Com- 
pany, declared. “On one or two oe- 

have taken sustaining 
memberships in associations and or- 
ganizations solely because we felt 
that they were attempting to do 
something along the lines of counter- 
acting the mis-information being sup- 
plied in our public school system re- 
garding advertising. 

“Your publication is in a nice posi- 
tion to do something of this sort. We 
believe it would be particularly effec- 

| tive if kept clean of any commercial 


of 
of 


of 


boys 


idea 
girls 


age 


this 
and 
college and 
terms 


most 


is a 


de- 


great 


is 


casions we 


aspect. There is all too little infor- 
mation being given our students in 
high school and college on the side 


of the question presented by you.” 
According to William E 


just | __ 
indus-| 


MeFee, |! 
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Bott and Atlas 7 
_ Amaze Citizens 


of Little Rock 


Little Rock, Ark., Feb. 25.—With 
a good atlas and a sense of humor, 
| Leo P. Bott, Jr., of the Harvey-Mas. 
|sengale Company, Atlanta, has pro. 
|duced an interesting campaign for 
|the Arkansas Transfer & Moving 


|Company, of this city, whose 42-line 
advertisements in the Arkansas 
Democrat have the whole town 


looking. 

Mr. Bott’s copy consists mostly of 
questions, giving names of actual 
towns which are geared to a single 
subject in each piece of copy. For 
instance, one, which might be 
called “Courtship,” but isn’t, queries: 

“Moving to Man, W. Va., Maiden, 
N. C., Date, S. D., Romance, Ark., 
Love, Miss., Kissimmee, Fla., Knott, 
Tex., Sweet Home, Ark., Family, 
| Mont., or Happy, Tex.? We can move 
| you anywhere in America!” 


Appeals to Golfers 


Another, apparently designed for 
golfers, asks: 

| “Moving to Golf, Ill., Driver, Ark,, 
Irons, Mich., Green, Kan., Flag, Ark., 
| Bunker, Me., Divot, Tex., Ace, Tex., 
| Eagle, Neb., Parr, Ind., Locker, 
| Fex.?” 

| The inevitable snapper was prop- 
|erly attached to the whip. 

| By way of change of pace, Mr. Bott 
sometimes omits the geography for 
a day or two, merely remarking in 
the interim, “We move you to per- 
fection, not to tears.” 

He is pretty sure to be back soon, 
however, with a baseball advertise. 
ment, reading like this: 

“Moving te Ballclub, Minn., Base 
Line, Ark., Umpire, Ark., Ball, La., 
Pitcher, N. Y., or Sunfield, Mich.? 
We go anywhere from coast to coast.” 


or 


president, National Industrial Adver- 
tisers Association, “your essay con- 
test reminds me of the truism that 
one of the best ways to reach the 
hearts and minds of parents is 
through their children. So, your idea 
is basically sound. 

“As for what the contest will ac- 
tually yield in real value, that is un- 
predictable. My own feeling is that 
it will help bring readers and adver- 
tisers closer together; that it will 
give the first a clearer understand- 
ing of the economic justification and 
desirability of advertising, and stim- 
ulate the second (advertisers) to 
serve readers fully and more consci- 
| entiously.”’ 
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Pays to Advertise! 


Advertising —like all selling—aims first at the 
likeliest prospects... the most responsive ... 
the eager ones. And advertising grows greater 
as this eager element multiplies and prospers. 


HERE'S a new race of Americans to do 
business with today. 

They’re the ones who welcomed the fast 
changes of the past dozen years. The 
eager ones. They /iked having the world 
come faster to them . . . in headlines and 


pictures and over the air. They /eaped at 


new ways to go more...and more 


quickly and more often. Their homes were 


first to take to new comforts and new 
— conveniences. 
sam = They made possible volume selling and 


time buying and Mickey Mouse. They 
made the talkies and the radio. 

And they made Liberty, because they 
had to have a magazine of their own. It 
would have been impossible before them. 
It became inevitable with them. 


They made it a different kind of maga- 
zine, as they were a different kind of 
people. Alive. Eager. They made its pages 
fast, its contents human. They made it 
shun the past for the present and the 
future. They won't let it relax. They make 
it question, challenge, inquire, explore. 

Even in the way they buy Liberty, they 
prove its eagerness and theirs. Almost 9 
out of 10 of Liberty’s 214 million families 
plunk down hard coin for it each week 
—the largest spot-cash following in the 


business ! 
2 * x 


Eagerness!...That’s Liberty... The largest 
concentration of eager people of all classes. 
And Liberty submits that eager people are, and 
always have been, WHY it pays to advertise! 


|e FAR THIS YEAR, 42 NEW MAJOR ACCOUNTS ARE TAKING ADVANTAGE OF nog 
STRATEGIC POSITION OF LIBERTY S EAGER MILLIONS IN THEIR VOLUME MARKET. 


(Photo by John Seott) 
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Do Higher Wages Mean 
Higher Prices? 


One of the dangerous possibilities 
the 
wages upon 
by students of 
business generally is the possible ef- 


trend toward higher 
commented 


and 


in present 
now being 


economists 


fect which this will have on retail 
prices. Desirable as higher compen 
sation for workers undoubtedly is, 
the immediate institution of higher 
commodity prices generally would | 
not strengthen the economic situa- 
tion, but might easily retard the | 


present movement toward 
recovery. 

The position of authorities in the 
field is that 
wages should be paid through great- 


and 


of economics increased 


er efficiency in production 

paring 
immediately 
the 


higher 


tribution or through a 


profits, rather than by 


increased costs on to 


the 
many 


passing 


consumer in form of 
prices. Since 
affected 
effect 


be 


consumers are 


not by wage increases, 


of 


to 


immediate a policy of 


kind would restrict 


and reduce sales volume and con 


sumption 
We think 


said 


much to 


view, 


is 
of 
especially as to the dangers of cre- 


that there 


be for this point and 
a boom of inflationary propor- 
the of 
price increases along 
The of 


creased business activity, largely ex- 


ating 

result 
all 

period 


pyramiding 
the line. 
greatly in- 


tions as 


resulting 


tended inventories and speculative 


profits in the purchase of commodi- 


complete | 


dis- | 
of | 


ties and securities might easily set 
the stage for another debacle simi- 
lar to that of 1929. 


In this connection the position of 


the advertised brand is a stabilizing 


factor of considerable importance to 


the consumer, even though it may 
not affect the economic situation in 
general Advertisers who have 


built up important markets for their 
branded products realize the danger 


inherent in disturbing demand 
and consumption through radical 
changes in their price structures. 


They 
prices with much greater determina- 
is shown by in 
general, and they institute advances 


resist the trend toward higher 


tion than business 
only when it is absolutely necessary 


to do so in order to maintain a visi- 


} 

ble margin of profit. Consequently 
consumers are usually given a dem- 
onstration, in a period of rising 


the 
this 
markets | 


that advertised 
a class maintain price stability more 


than 


prices, products as 
others. 
the 


occasion 


successfully 

It is to be hoped that in 
mediate future, the 
for higher prices, based on increased 


any 
im- 
when 


costs of labor and materials, will be 


presented, together with an excel- 
lent excuse for advances, business 
executives, especially those  con- 


cerned with advertised products, 


| 


| ments. 


| back 


will take the long range view of the | 


situation and resist advances as long 
as circumstances make it possible to 


do so. 


Selectivity in Advertising 


Circulation trends in the maga- 
zine field, commented on so inter- 
estingly by George Pearson, space- 
buyer for the J. Walter Thompson 


Company in Chicago, as reported on 


another page in this issue, are 


matched by trends in other publica- 


tion fields. They all reflect the re 
sults of the greater opportunity for 
reading afforded by shorter work- 
ing-hours and shorter work weeks 


which are now enjoyed by employes 
all 
trend 


n practically industries 
That the 


the thesis 


continue is 
Mi 
bases his prediction that advertisers 
field 


available 


will 


upon which Pearson 


the magazine for example 
in the 
highly 
editorial content, 
Thus the 


will be able to employ a high 


will have future 
more 


\¢ d 


more 


publications, 


to and 


as 
circulation adver- 
tiser 
degree of selectivity in the choice of 
reference to the market 
ing job which is to be done 


of indoubted 


media, with 


Some buyers space 


diversi- | 


| through a 


ly believe there are too many pub- 


lications now, but, as Mr. Pearson 
suggested, the significance lies in 
the greater specialization which it 


is now possible to bring to each ad- 


vertising task. Readers of specific 


characteristics are attracted by cer- 


UP AGAIN, DOWN AGAIN, GONE AGAIN F---- 
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Boot & Shoe Recorder 


Views from the Outside 


Abundance 
viewed 
Dry 


(As by Ernest Hastings in 


Economist) 

Recently, Henry A. 
tary of agriculture, asked the busi- 
men of America if continuing 
high taxes on income and surpluses 
to promote “balanced abundance” 
would not be better than to permit 
the recurrence of another depres- 
sion, 

Isn't true all business is specu- 
lation? We recall the time when 
putting savings or profits into street 
railway bonds was considered to be 
the most conservative of invest- 
Today, street cars are fast 
disappearing from the thoroughfares 
of American cities, and those former 
safe bonds, in many have be- 
come mere pieces of paper. 

Yet, had business men and private 
individuals with profits or savings 
been prevented from such _ invest- 
ments by taxation at that time, 
transportation would have been 
several generations. The evolu- 


Goods 


Wallace, secre- 


ness 


it 


cases, 


set 


tion of living demands building the 
new only to tear it down when a 
better method presents itself. 


Is this the kind of speculation the 


secretary’ has in mind? If so, “bal- 
anced abundance” may build a 
broader base of spenders, but there 


may be no superstructure to put on 
it. Without money to use in specula- 
tion on future business can 
be progress? 


| Too Fast 


(As viewed in Advertisers’ Weekly, 
London) 
The pace of advertising like the 


pace of life is moving up. Obtaining 
accounts may still be a leisurely 
cupation, but once they are obtained 
whoosh! Trade campaigns, pro- 
vincial and national campaigns, post- 
ers, pamphlets, dealer aids and dis- 
| play are wanted “tomorrow.” 

What happens? In many cases im- 


OCc- 


tain types of magazine service, and | possible demands are made upon cre- 


are classified accordingly. They are 


grouped geographically by news- 


papers and vocationally by business 
magazines. 


publications and farm 


ative men. A time-lag begins imme- 
|diately. As work 


| 

| soon 
| printers and process-engravers, 
| 

} 


as 
ders are wanted in lunatic haste. 
Many agents are murmuring. From 
process-engraving vigorous 
li 
are 
the 


circles a 
may shortly be expected. 
claimed that the 
being driven to discontent 
rush. 
efficiently. 


| protest 


| 
| 
jis best etchers 
| 


by 


Thus the advertiser today has at | 
his disposal a wide range of media, 
each of which has been developed 
for a specific purpose. The skill of 
the marketing executive and the} 
space buyer can thus be developed 
to the highest degree because of | 
the specialization which has been 


carried out in publishing 


Perhaps the next step will be for | 
of 
circulations 


take advantage 


and 


to 
media 


the advertiser 


specialized 
greater degree 


ization in copy 


of special- 


Over-Lawed 


(As viewed in the Chicago Tribune) 
fast 


stories 


for 
in 
league boots, 


Nicholas. 


The yearning 
| tion evident 
| carpets, seven 

reindeer of St 


is of 
and 


The 


magic 
the 
fan- 


transporta- 


} 
| 
| 
| 
| 


| 
| 
| 


} 
| 
| 
| 
} 


| of the people of America. 


reaches | 


or- | 


We lag because we do not plan | 


cies of Jules Verne, however, failed 
to conceive anything like the auto- 
mobile that may be owned and oper- 
ated by the individual. 

Now that the human brain has pro- 
duced this marvel, what happens? 
The National Highway Users’ confer- 
ence is authority for the statement 
that 2,500 bills proposing new auto- 
motive legislation were introduced in 
state legislatures during the first six 
weeks of 1937. 

For a condensed analysis of exist- 
ing conditions it will be difficult to 
improve on a recent statement of 
Baird H. Markham of the American 
Petrolum Industries: “Devise today 
any contrivance, convenience, com- 
modity, or undertaking which can be 
used by our people with pleasure or 
profit, and tomorrow the legislative 
hoppers will overflow with bills de- 
signed to tax, to regulate, to restrict, 
or even to prohibit.” 


Speak, Business 


(As viewed by Arthur Kudner in the 
Atlantic Monthly) 

On political matters a large part of 
business and a great part of the peo- 
ple are thinking along sharply differ- 
ent grooves. Neither can afford that. 
Business cannot afford it because the 
public consists of its customers and 
fellow countrymen. The people can- 


there} not afford it for the simple reason 


that in this country it is through 
business that the aspirations as well 
as the necessities of all are chiefly 
served. 

Business faces the job of selling it- 
self to the country. It can do this if 
it will. It is a job needing greatly 
to be done, not alone in the interest 
but in the interest 
I sincerely 
believe this, because I believe that 
no matter how well that job may be 
done it can still be said of business, 
Emerson said of Lord Chatham: 
“Those who listened to him, felt that 
there was something finer in the 
man than anything which he said.’ 


of business, also 


as 


Design 


(As viewed in The Automotive Daily 


News) 
Announcement by the Fisher Body 
Corporation that the scope of its 


Craftsman’s Guild this year has been 
broadened to include scholarships for 
prize-winning automobile body de: 
signs may afford us some insight into 
what the automobile of 20 years from 
now look like 


may In any case the 


|} competitors this year will be the buy- 


ers of the next generation; what they 
think they will like 


in their cars in 
years to come may prove helpful to 
designers all down the line 


Information 
for 
Advertisers 


The following documents may be 
secured without charge from compa. 
nies sponsoring them, or through 
ADVERTISING AGE, by any national ad. 
vertiser or advertising agency execu- 
tive writing on his business letter- 
head. 


No. 1119. A New Approach to the 

New York Market. 

Explaining that a “mere count 
noses” is not sufficient for marketing 
a product, radio station WBNX ana 
lyzes the character of metropolitan 
New York’s population in a series of 
graphic charts. Out of 10,901,424 
people in this area, only 3,368,554, 
or less than onethird, are actually 
native born of native parentage, the 
survey shows. 


of 


No. 1120. So Yow're Going to Help 
Your Dealers Increase Their Prof- 
its—Or Are You? 

The Chek-Chart Corporation, Chex- 
all Division, has issued this survey 
which covers the replacement acces- 
sory market and offers marketers of 
petroleum products a service for for- 
mulating and developing a successful 
accessory program. 


No. 1121. Farm Prospects Increase as 

Electrification Curve Goes Up. 

The extension of rural electrifica- 
tion in Michigan during 1936 was one 
of the state’s great accomplishments, 
according to this booklet issued by 
Michigan Farmer. The booklet out- 
lines the 1937 prospects for the 
“Michigan Plan,” and lists electrical! 
appliances that farmers will be in 
the market to buy. 


No. 1122. Regional Trade Barometers 


This booklet, issued by McCann- 
Erickson, Inc., outlines a plan to 
guide manufacturers and distributors 
in fitting advertising and selling ac- 
tivities to local conditions. 


No. 1123. In the Money. 


Successful Farming has issued this 
booklet of farm market information. 
It covers spendable cash income, 
items purchased, with the amounts 
expended, and an outline of prospects 
for 1937. 


No. 1124. 
Freezer. 


The Story of the Counter 


The Counter Freezer Association 
has issued this brochure which gives 
the history of the Counter Freeze! 
industry and a picture of its present 
position in the marketing of quality 
ice cream. Illustrations show typical 
installations. 


No. 1090. The 1937 Circulation and 
Market Data Book. 


This circulation analysis issued by 
Metropolitan Sunday Newspapers 
makes markets the basis for consid: 
eration, establishes the relative sales 
importance of different sections of 
the national market, and applies cir- 
culation to these markets of varying 
importance, 


No. 1092. Business 
Over 1933. 


Household Magazine has issued this 
breakdown on the percentage of it: 
crease, 1935 over 1933, in retail sales 
by leading commodity groups. Fig: 
ures are arranged to show a com: 
parison between metropolitan and 
small town states. 


Increase, 1935 


No. 1085. The Agricultural Outlook 


Figures on farm income, prices, 
implement sales and farm electrifica 


business high spots of this folder 
issued by Midwest Farm Paper Unit 
Inc. 


No. 1107. Dynamic Buying Powe 
This brochure, issued jointly 
National Home Monthly, Canadian 


Home Journal, Chatelaine, Maclean's 
Magazine and Canadian Magazine 
gives a comprehensive picture 0 
Canadian markets. It marks the firs! 
co-operative presentation of thei! 
|'market by Canadian magazine pub 
| lishers 


tion progress are some of the farm: | 
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i N THE most important buying centers in America 
several hundred department stores are aligned with 
Photoplay in a nation-wide shelf-emptying plan. 


Photoplay has purposely set itself up editorially to do 
an over-the-counter selling job for its advertisers. Here 
is how it works. . . . Photoplay’s fascinating fashion 
and beauty pages catch the buying spirit of the reader. 
The reader satisfies her desire for original Photoplay 
Hollywood fashions by purchasing in those fashion- 
right stores that display, promote and sell Photoplay’s 
own Hollywood fashion reproductions. 


These fine department stores also promote, display and 
sell almost every product advertised in Photoplay. 
Consequently, our advertisers benefit by the constant 
stream of department store customers that Photoplay 
purposely develops. 


This nation-wide shelf-emptying editorial promotion 
will influence the spending of millions of dollars 
among Photoplay readers, America’s most extravagant 
market of young women. If you will advertise to them 
in Photoplay you, too, may benefit the sales and dis- 
tribution of your merchandise. 


New important stores are signing everywhere. This 1s 
concrete evidence of Photoplay’s ability to deliver 
department store customers. 


CuRTIS J. HARRISON, Advertising Manager 


PHOTOPLAY MAGAZINE 


THE LEADING EX PONENT OF HOLLYWOOD FASHIONS 
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Field's Gives 
Entire Page to 
Silver Fox Fur 


Chicago, March 2.—-One thousand, 
eight hundred ninety-six Chicago 
wome e interested in a fur which 
cost i etails $2,100 Marshall 
Field & Co. discovered after they 
iad devoted a full page in the 
cl igo Tribune to their pure hase 


That 


within three days 


number of women dropped in 
to have a look and 
beauty of “No 


skin was referred to in the 


} 


marvel at the 2989,” 
as the 
cops 

Field's 
mandment of the average department 
divulging the amount paid 
for the fur This lapse was deliber 
ate, however, as the big store felt 
that afte) that the 
$2,500, their 


also broke another com- 


store by 


inquirers found 
selling price was only 
admiration for the establishment 
would increase. 


Giving an entire newspaper page 


to one article, on which the margin 


is necessarily limited, comes unde) 
“change 
according to G. Ray Schaef- 
fer, advertising manager of the store 
He and his staff further 


the general classification of 


OL pace, 


define 


Lorntlakes 


| PAGE—I FUR 


With the purchase price quoted, Mar- 
shall Field & Co., Chicago, drew nearly 
two thousand women to 
fox fur selling for more than $2,000. Full 
copy presented with 


page 


change oft 


rather than a 


Plan Ice Cream Week 


National Ice 
April 18 


held 


of Ice Crean 


pace 


plier 


(ream 
24 unde) 


Review, Milwaukee 


us selling 


view this silver 


of merchandise 


Week 


Ssponsot 


plasters 


the Baltimore Market is 
84% covered by this 


one evening newspaper 


475 


Two Name B. S. & F. 


The Portland, Oreg., office of Bots- 
ford, Constantine & Gardner has 
been appointed to place advertising 
ot the Portland Woolen Mills and 
Jane Amherst Company, Portland. 
Rotogravure advertising on the Coast 
will be used for Portland’s Wool O’ 
the West line of blankets, and the 
campaign for Jane Amherst Hors 
d’Oeuvres will appear on the coast 
and in national trade publications 


Jayne Uses Spot 
D. Jayne & Sons, Philadelphia, mak 
proprietary medicines, 
signed for 26 15-minute spot broad 
casts over the California Radio Sys- 
tem. Tom Wallace, “the horse-sense 
philosopher,” will be heard = on 
KEHE, Los Angeles; KFBK, Sacra- 
mento; KYA, San Francisco; KERN, 
takersfield: KMJ, Fresno; KWG, 
Stockton, Carter-Thomson Company, 
Philadelphia, is the agency in charge. 


ers of have 


Parsons Changes 
Joseph F. Parsons, formerly with 
Osborn, Scolaro & Meeker, New 
York, newspaper representatives, has 
resigned to join Noee, Rothenburg 
& Jann, Ine. 


Agency for Kay 
Kay Displays, Ine., New York, 
maker of display material, has ap- 
pointed Albert Frank-Gunther Law 
to handle its advertising 


REACHING 
MORE THAN 


BALTIMORE 
FAMILIES 


and Sunday American 


Average net paid circulation of the Sunday 
x I 


ending September 30, 230,239; the 


National Representatives: Hearst International Advertising 


1936 


American for six months 


largest in all the South. 


Service. Rodney E. Boone, General Manager 


ADVERTISERS IN 
THE VANGUARD OF 
EASTER PARADE 


New York, March 4 


Kaster 


With an early 
expected to stimulate imme 
diate consumer buying, many adver- 
week put the finishing 
touches to special promotional plans 
tying in with the holiday theme. 

In the toilet goods field advertis 
ers are making their annual bid for 
Easter gift business by emphasizing 
the suitability of perfume as a holi- 
day remembrance and by adorning 
regular packages with colorful wrap- 
pings for the occasion. In most in- 


stances 


tisers this 


wrappings are so designed 
that dealers can remove them after 
the holiday and restore the regular 
packages to stock. 

Sales Corporation, New 
York, has departed from the conven- 
tional Easter egg motif by creating a 
charming little basket of deep blue 
bakelite holding a two-dram _ bot- 
tle of Evening in Paris perfume 
selling for $1.10. The basket is en- 
closed in a colorful outside box ex- 


sourjos 


ecuted in a modern design by Jane 
Miller. The utility of the little 
basket after the perfume has been 
used in being stressed. Suggested 


uses are as a pin container, candy 
dish and other household needs. Pro- 
motion of the Bourjois campaign is 
through Lord & Thomas, New York, 
With women’s magazines and drug 
and department 
scheduled. 


store trade 


Easter Egg Package 


Klizabeth Arden, New York, is 
placing major emphasis on its Blue 
Grass perfume line for Easter gifts 
March issues of a long list of class 
Ilagazines feature holiday packages 
and the Elizabeth Arden Easter Egg 


which is hand 


with satin ribbons of delicate 
Inmauve and robin’s egg blue. The 
egg contains two cakes of June 
Geranium Bathodome soap and sells 


for $5. Other holiday 


from $2.50 to $60 


items range 


in price Local 
advertisements through- 


out the country will break soon, ac- 


hewspapel 


cording to Cecil, Warwick & Cecil, 
New York, agency in charge 
In women’s magazines and drug 


and department store trade papers, 
Houbigant, Ine., New York, through 
Lawrence C, Gumbinner, New York, 
s featuring as Easter gifts a series 
of “Little Originals,” miniature bot- 
tles of perfumes attractively pack- 
the holiday. Local co-oper- 
newspaper advertising between 
he manufacturer and individual re- 
tailers will break shortly. 


aged for 
ative 


t 


Food For Season 


Two national advertisers in the 
field who are employing the 
theme as a colorful keynote 


rood 

Kastel 
in general magazine advertising are 
Armour & Co., 


Chicago, through 


papers | 


painted and_ tied | 


EASTER EFFORT 


makes an 


This new 
effective Easter gift appeal. 


Bourjois package 


for profitable merchandising at regu- 
lar prices in the post-Easter period. 
It is entirely possible that annual 
|spring store clearance events will 
not be staged until April 22. 

As a new idea in Easter egg promo- 
tion, Cudahy Packing Co., Chicago, 
has planned an extensive newspaper 
campaign directed to children for its 
|Humpty Dumpty cut-outs which will 
| be enclosed in every box of Cudahy’s 
Sunlight eggs. Each cut-out is 
|printed in tour colors on gummed 
|stock and, when pasted on an egg. 
|makes a three dimensional stand-by- 
| itself Easter egg, representing 
| Humpty Dumpty, the Easter Rabbit, 
| chicks, ete. 
| 


Mrs. Beth B. ad ais 
Joins Swift & Co. 


Mrs. Beth Bailey McLean, for- 
| merly director of advertising and 
home economics of the Southern 


Rice Industry, New Orleans, has been 
appointed home economics director 
of Swift & Co., Chicago. 


A. W. Robelot, comptroller of the 
|rice millers’ group, has added Mrs. 
|McLean’s former advertising duties 


|to his own, Future advertising activ- 
lities will be decided by a committee 
| which will meet in Mareh or April. 


Distillers Finance 
Appoints Smith 


Sam kK. Smith and _ Associates, 


| Pittsburgh, have been appointed to 
| handle the account of Distillers Fi- 
|}nance Corporation, Louisville, Ky. 


| Financial magazines and liquor pub- 
|lications will be used. 

| Formerly assistant to the presi 
j}dent of Gardner Displays Co., Pitts- 
| burgh, R. P. Steinheim also has been 
j}appointed to take charge of the New 
York office of the agency. 


Gets Bank Accounts 


The Continental Bank and Trust 
Co., New York, has appointed The 
Merrill Anderson Co., New York, as 
advertising counsel. The Society for 
Savings, Cleveland, O., has also 
‘named the Anderson agency to han- 
| dle its advertising. Newspapers will 
be used. 


Surveys Chicago Outlets 

Following a survey of more than 
10,000 retail outlets in the Chicago 
market area, Fisher Display Service 
Inc., Chicago, has compiled merchan 
dising information on 7,114 liquo 
outlets and 3,068 drug, tobacco and 
| confectioners stores 


Lord & Thomas, Chicago, and Swift | 
& Co., Chicago, through J. Walter 


Thompson Co., Chicago 


ers show palate tempting platters of | 


neat with suggested 
hints 
Pittsburgh 
waukee, Wis., 


lily “for a lesson in coolness’ 


menus and 
cooking 
Plate Glass Co Mil 
suggests the Eastei 
when 
planning = colon combinations — for 
The full colon 


promoting Pittsburg 


room mteriors 


h Paints appears 
in the April issues of several wom 
en's magazines. N. W 


Aver & Son 

Chicago, is the agency 
\ suggestion “to lead the Easte 
gift parade” is offered by The Parke 
Pen Co., Janesville, Wis., in full pag 


black and white advertisements in 
the April issues of a list oft 
New 


“television ink 


general 


magazines mode] fountain 


pens with supply” 


are featured as Easter gifts and fon 
birth 
“Remember To 


contirmations, weddings and 
gays. “RR. FT. 3...’ 
send 


Parkers” is emploved as a 


catch phrase 


In department store circles it is 
stated that because of Easter’s early 
advent clearance sales will be de- 


ferred until about April 15, inasmuch 


as retailers recognize an opportunity 


Both pack- | 


page | 


| 


' 


Divided equally, sex 


| 
by sex, are our 


readers in Great 


| 


and Little Necks. 


| 
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Today we flew from Los Angeles to | of Troy’ came into being? The prob- 
|San Francisco in two hours. We/lem of a mailing list loomed up. 
® e ltake this trip quite often and we)}That was accomplished, and it will 
O 1 cS ee O e V eC Tr l oy e Lt | would like to organize a club known /|no doubt amuse you, by scanning 
as ‘The 2 Hour for Lunch Club.’ | carefully every issue of ADVERTISING 
in . Won't vou give us a membership! AGe for six months back and mak- 
3 his department a reade}? forum Letters are welcome Pen : q ‘ , 
card? ing a file of all agencies mentioned, 
j ' , of s g 2 The passenger’s idea resulted in addresses, and names of executives 
Article Advances on REDDY S COUSIN claims this is the kind of selling we I - 
Ad S ought to get in our copy the printing of cards issued to pas connected with the agencies. 
; vanced tudents P. Wesitey Comes. Jr.. sengers on the noon inter-city flights From “The Siege” I received eight 
fo the Editor: How many extra Vice-President, William Esty the cards bearing a notation “Al-| returns—five cards, three letters. 
0 s ea! , RIN( e of t . ¥ " ‘ - “ 
pie { ADVERTIS! AGE ol M rch and ¢ ways good for! a complimentary |Of course, none of them fell over 
l ontaining » article i l 1? ‘ : 
ag - * ao ss wees New York, N. ¥ lunch as meals are served free at|each other rushing to take me on— 
participated, can you pare lor use the noon hou 
n distribution to members of our ad- | eel Now United has just started a = — 
vanced adve y 109 ‘ \ " — * 
ioe <p ta ertising courst Is College Problem Due similar club for Cleveland, approxi-| f= — .< i- 
‘e have 80 members in this course 1 : St ea Ni P 
tely e sj y > ire } — r Lr. 
Deas denon dprnsedl gy To Absent Treatment? | ately two hours being required tor ep B SA 
ti ste a, ro the Ed rf elaq | the flight from Cleveland to either TY an ea 
to place a copy in the hands of each —Says 4 1‘ ie Editor: I, for one, am glac — eis at Raat asprin ms ‘ ' P 
—_ = = : : awe A l aZo, » 0 
student. Since you may not have SUNNY LUMENS ul ADVERTISING AGI has taken Lhe ES a een Cant i Rees 
this many extra copies, as I fully initiative to expose to industry, and —— 5 United ile SS , 
. : . , es : : ron ) i ager, ; é Y 
realize, I shall nevertheless appre the Goodrich Man the advertising profession in pat Linens ioe soLTl > a 
’ 4 vt | HLA BE INTERESTED ot uv C» 
clate anew feactina thereon. ticular, just what taking place in Chi a Gy ' 
; : cago, ; 
Rovert R. AURNER. | Sunny Lumens, the newly-developed | the college class rooms of America THIS RNSI| 
Professor of Business Adminis Goodrich character, is dubbed a ‘'cou- The first reaction your readers one ( hewsroene = 
tration, University of Wisconsin, | si?" of Reddy Kilowatt, utilities’ comic | probably had to the article was one | Troy Besieged Again; z 
Madison, Wis, —— of resentment against college stu Walls Beware of Marsh SaSte 
* aents = x 
vysf¥e iy ah . A; = cS 
27 Basic Sellin Reddy Kilowatt Has However, if they are keen think-| TO) {ne Editor in lenehecwheta \ om, & Ee 
: ‘ might be interested in learning whata nen < = 
g Cousin Sunny Lumen |ers. 1 am sure that their final reac: |" ap sticestect ganic eda ws ae, 
. Strange and importan yarl AD {Tis - ( p 
Elements Are Secret 3 the Kdite After having just tion was the realization that the ma : _ ? \ sites heard 
, P mai tee o th y I i & just lorit Ape sag a ith seer iNG AGE has played in the life of one a . 2 oy 2 Snes 
Uv 1 = ECILO! nh your ctober | finished reading the March 1 issu JOPHY OF INGUSLTyY ane le adve 8 , + : es Ahi Sy} 
: . Sa en of your subscribers within the past L ee 
19 issue, page 20. you carried a story of ADVERTISIN« AGI I find that the Ing prot sion have been so busily f . niall Indit sia “ est a HERBERT MARSH 
: . Ss oe » - ‘ ; ew 10 s. rec as 
about a statement made by a Mr. | +f, ati 7 ten » a9 engrossed in making immediate sales : ; ; 
: “temptation to write you 1s more than beginning of what one magazine ex- oa 
W. S. Townsend concerning tests in I can resist and in solving advertising problems st mass Seaman’ = but the answers were all warm. It 
i SISt, ; ecutive ermet America’s nost |. ; a ties eae 
advertising innerspring mattresses ae ee : that they have let slip by one of the , cay ; zs showed that I was on the right track. 
I was particularly interested in unique advertising campaign : e ; : oo 
by a department store th littl trade acter introduced heatest opportunities ever offered to RS t : t] If you think the stunt might give 
_ , , © Tittie ade chara it} ce nu your September issue lere ’ ie 
The article states “It was found | “aon . advance their interests as a whole ‘ ‘ 3 others a little different slant on 
that ' Mins . on page 32, “Reddy Kilowatt the | n't 1 ,, | appeared an article to the editor thi ; : t] t 
la one elemen was mISSINgZ In ai . bey lavelh een conpahionate : ‘ ngs an¢ Maype inspire 1em oO 
ties representative of the Puget Sound from a chap who evidently had not polis ' pe : ; 
piece of copy for inner spring mat- : enough with college students es : |do something different instead of 
: Power and Ligitt Company ‘ lenjoyed much success in making an | 5 : ‘ é 
tresses. It was decided to test the TI tt h ; Such situations, as are presented | ie ~ Hon ond whe hed © | singing the blues, use this little 
le s { > vyeur. s ‘ , ‘ : nga agenc connectio anc rho hac e- | : 
method, and the copy was run with , mrat of the year, BROFtly artel in your March 1 article, “Students | ie aoe , | story 
ie err ; we had acquired the account of the | org a , Is ‘Racket’” have | Come admittedly whipped by rebut- | tte ee ’ 
out change. One mattress was sold. |” ; ; old Advertising Is ‘Racket lave |. hak éktntn: Ads . ¢ | Thanks again for the valuable in- 
Th f ith tl] Goodrich Electric Co., Chicago, we | n prevailing f EE ltals. That article haunted me from | 
e same jece oO copy, with ie ’ , Pe revi > tor many vears Ps x Pen eeaen on tf araivea . y . 2. 
setPoan -. ogg eae ; ied devised a new trade character which, T bs eaase beng ns developed | at date until T went to New York | formation received through ADVER 
missing selling element added, pro ze bits, woth tn tre - luck a few weeks later, | TIS!iNG Ace. Strange how subscrip- 
duced the biggest sale in the store’s | 4#lthough rather different in appear-| hecause of the early inefficiencies |‘0 “TY MY ‘Nek a Tew weeks later. | i i ; , 
BReSt Sa \ ldn’t 1 ' | aut ari, “| Every time I went up to a reception |tions to good publications often pay 
ic : _ oo. ge ant ance, uldn’t be more distantly re ‘avai o i » 4 ertising _| mver! e : ‘ Ce . ‘ 
history, Mr. Townsend said ' ve - oe i prevailing in the advertising pro eae i these the % , of that | 1" themselves many times over, 
Since then I’ve been following | lated than a second cousin. This |tfession. These exceptions were, and | @&5* Cones BoM P = ™ lisn’t it? 
ADVERTISING AGrE very carefully and /little fellow’s name is “Sunny j/ are, apparently held before the stu- tellow’s “blues song” in my ears. Hererrr H. Marsi 
Thea » io Os ; ‘ iBER + 4 ‘+ , 
I’ve still to see what that “missing | Lumens.” dents as true of all advertising cmen the Hept Regan fo Sie | Chillicothe, O 
element” was. How about it? You will note our litthe man is| Again, no special effort was made |through the old noodle. Such a| cen 
J. V. LASKY. made up of reflectors. The hat ig| to counteract adverse impressions mood of thinking, I reasoned, was 
Retailing Home Furnishing Edi known as the Standard R.L.M. Dome | With good examples of what adver- | exactly opposite of the very princi- 
tion . standard reflector made by all | tising really means to our American | ples of advertising. A fellow with bhe ADVERTISER’S DIGEST 
New Y | N.Y : s , ssa ae 4 X ine ami , : al | abi New pocket-fitting publication offers condensed cream 
NEW OVK, . , manufacturers in the association, | Way living. advertising ambitions should be able of current advertising, sales and marketing magazines. 
. : “ a : . : a : e unselfishly that voi series 4 rtise self j ‘ , 1e. | | Articles selected, shortened, edited specifically for busy 
Editor's Note: Mr. Townsend does | His body is a Bow! Socket Reflector,| |! hope unseliishly that your series |to advertise himself into a conmec: | | tee cover wide ngs of inerests comeriag in adverir 
not divulge the “27 basic selling ele- | while his feet, appropriately enough, | Of @rticles on this situation arouses | tion ing, sales and merchandising. Saves hours; helpful in 
“x : “ : r 7 : : : : ndusti al the advertising Pes. The ln idna o ally > cases of falling inspiration, flat sales curves, dealer dis- 
ments” on which the firm’s service is |are footlights. His limbs are of pipe ind a \ id the ad ising profes Then this idea gradually took root souin, allenedalig eakienaiens 
Sion Or 1ts OWn Zoot 
based. 
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Nothing to Worry 
About in Colleges 


To the Editor: 
racket, [ suppose 
out of Myron 
Campbell-Ewald, Wallace 
Reincke-Ellis-Younggreen 


v v 


isa 
rack 
of 
ol 
Finn, 


If advertising 
that makes 
Harshaw 
Meye1 
& 


eteers 


Art Marquette of Lord & Thomas, 
Frank Birch of Klau-Van Pietersom- 
Dunlap, Walter O’Mara of Benton & 
Bowles, and a host of other pretty 
good advertising men who got their 
academic training at Madison 
Seriously, I can't feel greatly 


alarmed, Of the faculty men you 


named in your article, Grant Hyde is | 


the only one I studied under. You | 
quoted him as saying that the anti- 
advertising sentiment has passed its 
peak, which is pretty good proof that | 


the would be discreditors ot 
ing have succeeded 
themselves 


in 


Aurne? 
quoted at the end of your article 
parently indicate little if 
for Wisconsin 

been prone to pull a 
What 


Professor conclusions, as 
ap 
any cause 
concern, has always 
thing apart to 
see makes it work, and the ten- 
dency 
advertising will probably prove to 
be more helpful than harmful, espe- 
cially to students who eventually en- 


in udvertising 


gage work. There is 
no quicker, surer way to deflate a 
false point of view than to give it 
tree and open discussion 

LAWRENCE FE. MEYER, 


\dvertising Interna 
Products Co., 


Chicago, Ill 


Manager, 
tional Cellucotton 


v v 


Press Register Is 100 
with Sixteen to Spare 


To the Editor In your issue of 
Feb. 15 you carried a story giving 
a long list of other papers which 
have already passed the century 
mark but we do not find listed The 
Vobile Registe which was estab 
lished in 182] 

( M. SMI 

Advertising Directo The Mobile 


Press Register, 


Mobil \la 


advertis- | 
% 5s | 
discrediting | 


to study “books which ridicule 


citement 


or electrical conduit, while his joints 


are small Condulets 
H. I. Orwie, 
The Buchen Co 
Chicago, Ill 
INDIAN CURE 


~ PERMASAN 


FOR NERVOUS AFFLICTIONS 


\ proved und unbeatable remedy for 


INSANITY, INSOMNIA 
HYSTERIA, Et 


Illustrated Weekly and the = Medical 
Journals is making the product well known to 
she lay people and the medical professios 
| Sub-Agents who connect with 
sp the profits. Sole Sub-Age 
\, pp | 
Write today for Trade Lerms 


ep amesen 
re 


— 


Post Box 249, BOMBAY 


This proprietary copy example was 
gleaned from the Chemist & Store News, 
Bombay. 


What's in a Cure? 
Permasan Tells All 

With all the 

wild stutements 


To the Editor: 
the 


fraternity 


ex 
about 
the advertising is alleged 


to make in this country, particularly 


in drug advertising, I thought this 
might be of interest to you 

It is from the Chemist and Store 
News, January issue which guaran 
tees 5,000 circulation. An accompany 
ing promotional piece offers a slight 
increase over that-- 372 million cus 
tomers 

The advertising of Permuasan in 
terested me since it modestly claims 
to be a proved and unbeatable rem 
edy for insanity 

The advertisements were drawn to 
Inv attention by George P. Reinberg. 
Export Manager for Health Prod 
ts Corporation « Feen-A-Mintd. whe 


Harry C. BALDWIN, 
National Advertising 


Inc 


Service 


The Seven Breasts 
for Old Baldpate 


To Copy Cub, via the Editon 
Please, sir, get out a copy of you 
lKeb. 22 issue Open it to page 2s 
where Messrs. Kimberly and Clark 
start talking the merits of roto 
gravure 

Conside) then, their long cam 
|paign about 27 in the dozen, 42 inches 
to the foot, etc. Get it firmly in mind 


to the double- 
and agree 
caption for 
“There are 
Woman 


Then turn the 
truck on pages 30-31, 
that the 
used there 
Kvery 


page 
with 
the 
Seven 
Roto- 


me only 


art Is 


Breasts on in 


ve kr TOWNSEND, JR, 
Newark, N. J 
Critical Eye Needed 

by Advertising Helpers 


the Editor: I 


ANK P 


v v 


To read with 


a 
great deal of interest your editorial, 
The Colleges and Advertising, which 
appeared in your issue of Feb, 22 

Being both a teacher and a prac 
titioner of advertising, IT am = very 
much interested in the problem of 
instructing the vouth of the land as 
to the qualities and uses of adver- 
tising 

I agree with you that it is un 
fortunate some college teachers see 
nothing but evil in advertising. I 
do feel, however, that advertising 


will be improved as those concerned 
with 


its practice and use approach 
the field with a= distinctly critical 
attitude 
C. Hy, SANDAGE, 
Chiet Division of Transporta 
tion, Department of Commerce, 


Philadelphia, Pa 


a 7 ” 


Two-Hour Idea Took Too 


Well to Be Confined 


To the’ Editor: A United = Aji 
Lines passenger wrote to the com- 
pany: “Tama 2 hour for lunch man 

es 


Hammer away, hammer away, strat- 


eg waiting, watching, wondering 


it 


any wonder “The Modern Siege 


Special introductory subscription offer during February, 
2.00; regular rate, $3.00. Address Erving, Buskirk & 
Ericksen, Publishers, Russ Building, San Francisco 


‘oF 


WHO HAS BEEN IN MOTION 


a 


] 


“UTHET ( 
C 


) "" 
Fadi 


& 


PICTURE WORK FOR 23 YEARS 


y 
Is TCS. 


Al. Gy, MA, 


— 


“Hlong ¢ 


‘ Ndsmobite gre 


) 
[ Players a 


ky 


directed 


- ” 
dsile A [ 


up selling picture) 


and 


“Cvevybhing Points fe Moutiac” 


Pontiac 


IS ASSOCI 


THE JAM HAND 


as a member of 


23 years experience on 


pictures as a Holly we 


produ t presentation 


ATED WITH 


Y ORGANIZATION 


the Director Staff. With 
the stage and in motion 


vod star and Hollywood 


director. Mr. Landis has learned what won't and 


what will work in pict 


ures. He is well prepared 


to make another important contribution of show- 


manship to the sellin 


g power of Jam Handy 


Pictures for yvour commercial purposes. 


JAM HANDY 


PICTURE SERVICE 


Palking Motion Pictures « Sidetilms « Group Selling « Sales Conventions 


NEW YORA 
230 Park Ave. 


With permanent producing 


DETROUI 
2900 KE. Grand 


CHICAGO 


Blvd. 35 BE. Wacker Drive 


units in HOLLYWOOD 
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N THE Annual Advertising Awards, Young & 

Rubicam received six citations for publica- 
tion advertising—twice as many as any other 
advertising agency. 

This is the second year in a row that Young 
& Rubicam has led all other agencies in the 
number of Awards. 


The six follow: 


NATURALLY, we are pleased to get these awards. 


But we don’t for a minute lose sight of the fact that the object of adver- 
tising is not to win prizes but to sell goods. 


So we’re most proud that more than 60% of our present business is 
additional billing resulting from growth of accounts, and from additional 


accounts given us by clients as a reward for work done. 


loung EKubicam, lnc. ADVERTISING 


NEW YORK: CHICAGO * DETROIT: HOLLYWOOD - MONTREAL - TORONTO 
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Medal Award toWorld Peace : 
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. national aavertisin cam- | ; i : . ; 
; ae .e Honorable Mentio® to } 
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: eneral Foods campals™ 
for Postum (*Mr- Coffee 3. 
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| Ls Postum + *' for 4 campais® . 
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Editors Aske d — actrees ye i aga as an BUILDERS FHA MODEL HOME hestnnatedtnalinadehinee oe 
Hie compared the banality of soda- j [ 
by Agency Head pop for carbonated beverage with ee r 


toBan Sodapop =» s—. = MAP LOW COST 


girl; “fag” for cigarette, et et oe e oN eee Cty ia 
| es ig = o » he Be” c - 
— , hare 7 : . pes aa r HOUSING DRIVE. : Pe fi" : a 
iond P. Locke, vice president and Farm and Ranch Uses ; eg a ee Yet eet ve : tye 
easurer, Tracy-Locke-Dawson, Inc., New Color Art Covers ie [Ps “& » =e re, tee ees 4 1. DES 
+1 . : . . | es . A st ae ‘ 
Dallas, today voiced a plea for co- Farm and Ranch, Dallas, with its 4 ¥ 59%," 7 en ee 
operation of editors and publishers| April 1 issue, will inaugurate use of 4,000 odel omes 10 # <e é eee. iret, be ah 
in the elimina | arti tic covers printed on spec ial pa- A ; | “452 ‘ : =e teat - 
tion of the term |per stock, said to be the first such Frected in 37 “ess. 3 ‘ : pet, ere 
I i . : . a ome P — 10 | ¢ : wx, Pitt. te ele 
“nop” for carbo jeffort in the farm paper field. art Ce * re : 
The first cover features a ftarm- i ey, “3 yee é ¥ 
nated bever- livard neintiog by Olin Travis eae to Pregl ace, , 
oie jyard painting by Vin fre New York, March 2.—The Na-| we... oe An Fos > EES a 
Mi Locke ‘ tional Small Homes Movement was : e 04 * i - Sos pierce ate " 
made the ap | Hackett Forms Agency offic lally launched yesterday - a eC IE he aa * 3 ie i, a ~ ~ 
peal particularly M. H. Hackett, who on Jan. 1 re-| Special luncheon and nya! eae | bs Di ee ee Sy +o 
in the interest |signed as vice-president and direc-| 0! the Sales Executives Club of New COS Wi Ss : 4 OY 
of his agency’s tor of Lord & Thomas. Inc., New| York with lumber, department = . = 
client, Dr, Pep York, has formed his own agency,| store, electrical, building materials Localities of model homes to sell for under $5,000 are shown in this map prepared } 
per Co M. H. Hackett, Inc., with temporary) and Federal Housing interests 45 | for housing materials companies in co-operation with the Federal Housing 
Sodapopmay | ' offices at 30 Rockefeller Plaza. April) sponsors. Administration. 
soem a harm — —~!1, permanent headquarter will be With a shortage of 1,000,000 | - 
PSD RP P Locke at & Rockefeller Plaza ry ee ding to speakers. ; 
less nicknam oe nom ane x cords roe , x bh, | tration, Dr. Wilson Compton, secre-| ventory to estimate the needs and 
I average ise gil ; t} 1937 market was state ) hag : 
= te Sverse 2 we shy — cpt ew tary manager, National Lumber|the market; establish a permanent 
write) said Mr. Locke but its 


New Post for Tewksbury even eee a tg site annual Manufacturers Association, Rolland] housing guild; persistently publicize 
ee tage ——e whese Fonte’ Sunes Jerome Hamilton, president, Amer-| home furnishings; study trade-ins 
ican Radiator Company, Channing}|as a secondary market; tie-in with 
Sweitzer, managing director, Na-| responsible builders on a_ profes- 


mnotation of cheaply colored un- 


R. H. Tewksbury, for the past 
three years with J. H. Tyson and 
Staff, Wilkes-Barre, Pa has joined 


is in the $25 to $35 per month range. 
This represents a potential billion | 


wholesome froth. asso iated in a 


} 
‘ 


yeone age with the medicine show 


he “arniv: g orre a0 . : lar business, it was stated. : ee ‘ . . . . 
| cheap carnival, is abhorred by The Robert St. Clair Company, Inc dollar dusin< = | tional Retail Dry Goods Association, | sional basis, and assist in the forma- 
av . : — evit elu i , , : Speakers ) the ogra inclut . . " e ‘ i . P 
an industry which is legitimately In | \;wi)Kes-Barre and New York, as ac- a Ms = nana yee “a ; 1 | Le M. Cassidy, Johns-Manville Cor-| tion of sound building companies. 
the food field and is spending large |eount executive and contact man in Tuc ison, educationa aka ey Ne Sales 
poration, and Raymond Bill, 8 Offer Retailers Opportunities 


its in advertising « s pr | ilkes-B; » offices lirector, Federal Housing Adminis- 
:mounts in advertising columns pro-|the Wilkes-Barre offices ; err : . Vanagement. 


$ ee ee a ae He 


70% in $5,000 Bracket 


pointed out the many oppor- 
tunities for retail stores to. sell 

Mr. Wilson said that with 22,800,-| goods in connection with new hous- 
000 homes in the country now, more|ing construction. If stores wait un- 
than 70 per cent of the total popu-| til prospective home owners come 
lation would be included in the|to them, they may lose sales volume, 
$5,000 or under group, as regards| which they can assure by contacting 
prospects direct through the pro- 
HOME WITHIN RANGE | Posed program. | 

Mr. Cassidy warned of the danger 
from shoddy and inferior materials, 
Which can be averted by thorough 
selling of quality by demonstration 
on the part of manufacturers. He 
recommended that manufacturers 
get down to local contractors and 
see that quality materials are used, 
and help promote them. 

Mr. Bill, summarizing the cam- 


LESS THAN $5,000 


PEAKING of “moulding | 


public opinion” —have you noticed 


the rash of newspaper editorials that 


break out with each new issue of: a 
One under $5,000-model home exhibited. 


HARPERS MAGAZINE home building posibilities. Technical 

bulletin No. 4 of the Federal Hous- 
ing Administration, he declared, 
contained small home suggestions 
that have proved practical in actual 
cw — NEW construction. 


THIS CLIPPING FROM At first builders were skeptical of 


the estimated costs given by the 
POST DISPATCH 
————> 
: & 


In February Har mt 


Magazine published 


The Department of 
State" and immediately , 


FHA booklet, in the belief that the 
FHA figures were too low, but 
checkup of actual costs incurred 


editorials like these 
began taking sides. 


Another low-priced "home-of-the-future.” 


GA, ' < showed that homes could be. built | : “ = 
yo oe ore tains : iccordin to th p ; ifications for paign, commented on the need of 
tn ar’ ’ acco) 1 y e spec + ( Ss ¢ > 

CHRONICLE The February Harpers - ‘ cone tae 6 eee ; Mr better housing for the mass of 

mm nih 2 anea a ereat commotion in tis pe ess than the given amount, Mr. og Pat Pen ni 

SHALL BE LAST will cause a §! th rhaps Witsan aianiied people, and the consequent oppor 
om ‘ , ate.’ ; ° State. The author,§o opie mania ‘tw for immediate pr eee 

The Department of State. Department of State. "8anization, Dr. Compton chided builders for tunity for immediate prosperity to 


yruary number of Harper's tive director of the Committe 


Purno + ; Speer eat , many industries. At the _ present 
; Ls eagegennsens wove t Pexecu 20Se of ~~ BSS . their lack of initiative in setting up|... * : ; : 
Herring induYées some right Arations with Latin America, and fang of Showing w fi S€rveg th be ce ee Ge ae 7 a 7 time housing in the low-priced field 
ard to both posts and per- “ilation: ;' ce cell Pointin R depa pg laisse rag oy '©Y lis a national disgrace, he stated 
; , dntomatic and consular serv Wang & out s rime) ls 173 ini ae is a national disgrace, he stated. He 
Department. Observing the @our diplomatic anc Making recommen? Mt 18 sh j Bad Seen WHERE to DUld, He SAU) aded that the potentiaiitice of the 
Joos not say his paper he yoo. of the Siate Department St men me i ~ Short [they would have sold hundreds of| °°", pes coe 
ae cos en un audatio® ; pray _ na Sneahien |housing program show what can be 
tho Sa «as ( } a ; He npoer 7 
ls , -_ ray done by cooperation between gov- 
industry is interested in stirring up ' 1} 3 oa: Sun : 
: ; : ; as ; SR agi A ernment and busines to help raise 
When Harpers Magazine speaks, intelligent America builders, not competing with | 


the standard of life for most people 
: ais R Se as Ithem, he pointed out 
listens —and acts. And “intelligent America” is a very 


A ; , ild 4.00 
good market for what you have to sell. If you can sell the eo Balle S08 Madets | 
leader your motor car or your mustard, if you can induce po Already the 1937 program calls | 


i |for the erection of some 4,000 model Member Station 
him to speak kindly, or correctly, about your product or yow ‘Syalliyes he $440 Aostave ta 28 — 


your company, then through him, you influence countless lhe announced, as the result of al Columbia Broadcasting System 


others who instinctively do as he does. drive by his association to obtain 
signed declarations of intentions to 
promote homes in the low cost field 
He emphasized the fact that these | 
homes would he built without. gov-| 
ernment subsidy. although in the 
matter of slum clearance some out-| 


Harpers gives you the leaders — more than 100,000 of 
them. You need them as customers. They are easy to get 
because they have confidence in Harpers Magazine, as 
well as means and intelligence. And to reach them costs 


only $ 150. per page per month side aid would be necessary he | 


thought. 
Mr. Hamilton said that industry | 


A has failed to provide for the needs | 
DIPLOMATIC CH “e 


nae large groups of people, in the | 


oa isle : ham matter of home comforts, while the | 
ad CT . ibility Is Seen T hat Bing buyer too has been derelict in ae-| 
fon London and manding expensive individuality, | 

ay 


Leave 


li hence deflating the likelihood of | 
M A G A Z J N E Dodd Ber m large scale low cost manufacture | 
cae. Mr. Sweitzer enunciated a 6-point | 
—_— ES. 
® ciat to THE NEW TORE i) —Prest- program for retail stores to adopt 
» BT at N Cv th in tving-in with the small homes 
3HINGTON, nfer wi ‘ pase , 
' * 23rd STI T NEW Y ‘ Wa noosevelt will Mt transfers program, as worked out by the 
19 FAST 33rd STREET, NEW YORK wecretary Bull 200% pronatic serv- house furnishings committee of his Paul H. Raymer Co., 
ecr the a n- association with Saul Col i 
nges in ress co ass li eau in, presi . + 
and ea at his P t dent, City Stores Association, as National Representatives 
CIRCULATION OVER 100,000 BBiC®: *. taday- é seeell SB belies president: Make a local housing in- 
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Another 


CHICAGO DAILY NEWS LEADERSHIP DUE TO SUPERIOR ADVERTISING RESULTS 


FOR SEVEN CONSECUTIVE YEARS 
THE CHICAGO DAILY NEWS HAS CARRIED MORE 


Advertising 


THAN ANY OTHER NEWSPAPER IN THE UNITED STATES— 
MORNING, EVENING OR SUNDAY 


SOURCE: Media Records, Inc. 


THE CHICAGO DAILY NEWS 


Chicago’s HOME Newspaper 


WITH THE MOST VALUABLE CIRCULATION IN THE CITY 


GEORGE A. McDEVITT CO., Eastern Advertising Representatives * 444 Madison Avenue, NEW YORK «+ 12 South 12th Street, PHILADELPHIA 
JAMES L. LENOX, Eastern Representative, Photogravure, Color Comics and Retail *« 444 Madison Avenue, NEW YORK 
J. RAY SCOLARO, JR., Manager Detroit Office * 4-119 General Motors Building, DETROIT 
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Four Appoint Wales; 
Lattimer Joins Agency 


VITAMIN, DANCE 


Wales Advertising Company, In 
New York, has been appointed to 
K OK FEATURED handle advertising of the Whiteface 
Memorial Highway Commission, Lake 
Placid, N. Y.; Balsams Hotel, Dix 
| ville Notch, N. H.; Three Toms Inn. | 
BY FLEISCHMANN Thomasville, Ga., and Oceanside 
| Hotel, Magnolia, Mass 
George M. Lattimer, formerly di 
frector of publicity for the Lake} 
ae Wait Seek & Two cam | Placid Chamber of Commerce, has 
: . ; |} joined Wales in the same capacity 
paigns have been launched for | : 
Fleischmann’s yeast today, one fea 7 P 
turing the yeast as a means for bud- Wincharger on Time 


| The Wincharger Corporation, Sioux 


ding youth to achieve popularity, and| |. nar : 
|City, Ia., will inaugurate an offer ot 


the other stressing the produc . as rn ci “Ua atees ik a aanniels 
the richest food source” of vita- payment plan April 1. Wincharger | 
mins A B D and G. lis a wind-driven electric generator | 
Clear up your skin, make your-| which recharges battery equipped 
self a good dancer, and win popu- 


electrical plants 
larity, is the advice offered to youth. —— 
Use of Fleischmann’s will help do 
the former, while a free book of 
dance instruction written by Arthur 
Murray, obtainable only by sending 
in 81 yeast labels, takes care of the 
latter. 

Adolescent pimples and skin blem- 
ishes common from ages 12 to 
and even longer, the copy states, 
should have a four-week course of 
Fleischmann treatment, three cakes 
a day. This also provides enough 
labels to qualify for the dance book. 
Grocers are supplied with cards, 
of which has spaces for 8&1 
labels to be pasted on. 


Will Spend $1,000,000 


Plans call for a million-dollar ad- 
vertising outlay in three months, to 
appear in 87 newspapers in 64 cities, 


25, 


each 


and more than 50 # magazines, 
through J. Walter Thompson Com- 
pany. Newspaper space will consist 


of Sunday comic strips, with a total 
circulation exceeding 20 million, 
while magazine coverage is greater 
than 31 million. 

The market at which the campaign 
directed numbers around 26,000,- 

for the ages 13 to 25, which 
would indicate a maximum sales po- 
tential of 2,106,000,000 cakes’ of 
yeast, while the effects on the stag 
lines of so much increased popu- 
larity would be staggering. 

Here again the census 
come to the rescue, the tables 
show that the male and the female 
population within the 13-25 age 
groups comes within 100,000 of co- 
inciding, hence duplication of ro- 
mance by newly-popular’ Fleisch- 
mann yeast need not be a 
subject of concern for social philoso- 
phers. 


is 
000 


figures 


since 


eaters 


Describes Dance Steps 
“Let’s : 
instruction 


Dance” is the name of the 
book, which tells “how 
girls can acquire balance, poise and 


be light, how to hold your partner, 
the secret of leading, how to gain 
confidence, how to follow, how to 


overcome stiffness, how to keep time 


to music, and how to accent your 
dancing.” It also explains’ the 
“Princeton” step, Lindy hop, Shag, 


Rhumba, tango and Corte dip. 

The vitamin campaign § stresses 
that alone do not provide 
needed vitamins, in large space with 
typographical treatment and layout 
that resembles’ editorial text in 
American Weekly style. 

Graphic illustrations show the 
effects of insufficient vitamins A B 
D and G, all of which are supplied 
in Fleischmann’s. Diagrams of the 
stomach, contrasting a sagging with 
a strong stunted under- 
nourished beside one that is 
strong, compared with de- 
and photographs of 
plaster casts of decaying teeth and | 
health teeth, the func- | 
tions of the involved. 


meals 


system, a 
child 
straight 


bones, 


formed 


demonstrate 
vitamins 


Hovis Bread Back 


Toronto 
copy for 
of more 
of this 


newspapers 
Hovis bread 
than five years 
product. 
is to include 
reach other 
McConnell, 
Toronto, 


are CaTTVIneg 
after a lapse 
on the part 
The campaign, which 
street car cards, will 
Canadian cities late) 
Baxter & Eastman, Ltd., 
is in charge. 


Rennicks Promoted 
Harvey-Whipple, Inc., Springfield 
Mass., has appointed Robert S. Ren 
nicks, sales promotion manager, 
manager in charge of 


as 
regional] sales 
for the Philadelphia-Washington ter- 
ritory 


BOOSTED BY CHEVVY 


| 
| 
| 


| 


Thomas H. 
G. Lewellen have been appointed 
assistant sales managers of Chev- 
rolet Motor Company to co-ordi- 
nate Eastern and Western mer- 
chandising. 


Keating (left) and W. 


F i| . | possibilities of various traditional 

Start 1 ming and modern motifs. A story runs 
. / through the picture. 

Brides Houses Elizabeth Dunn and Stewart 

Beach, of the House Beautiful edi- 

for Store Shows torial staff, are directing the pro- 


duction, which is in general charge 


of A. C. M. Azoy, sales promotion 

New York, March 2.—Work started | manager of the magazine. Gillette 
this year on the filming of the| Camera Co., New York, is handling 
House Beautiful motion pictures of] the photographic assignment. 
its Brides’ Houses, which have been : — 7 
installed at the Savoy-Plaza Hotel ° 
here. The film, when completed, will Pumphrey Appointed 
be exhibited in leading stores Preston H Pumphrey has been 
throughout the country, and will|mamed manager of the radio depart- 
also be available for showings by | ment of Cecil, Warwick & Cecil, New 


schools, civic organizations and dec. | York, succeeding J. H. McKee, ee 
; s signed. Mr. Pumphrey was formerly 
= ane designers Groupe. |with Fuller & Smith & Ross, Inc., 
The film, produced in natural Benton & Bowles, Inc., and the pro- 
color, is to constitute a short course|quction department of National 
in interior decoration, stressing the! Broadcasting Company. 
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ADVERTISING AGE 


Part of Gannett Chain ‘Knotted Nerves 


The Observer, Massena, N. Y., a 
weekly, has become the 20th publica- A ] _ t d 
tion in the Gannett chain of news- ppea es e 


papers. Frank E. Gannett and Frank- 


lin R. Little bought the vewsnaner LOW Ivory Soap 


from Leslie Sutton, 


Advertising executives said the test 
campaign will run for about three 
months, and if the new appeal is 
successful, it will be used in national 


advertising. 


Joins French 
Miss Myrtle E. Leary has joined 


“Answers” Starts Cincinnati, March 2.—Procter &|Qakleigh R. French Advertising 


Formation of Answers, a fact-find- |Gamble Co. is using Chicago news-| Agency, St. Louis, as production man- 
) € 4 . 5, © c i 


ing bureau for advertising copywrit- | Papers for a_ test on their new 
ers, was announced by Mary Tapp|sales appeal of a cure for “Knotted 
Bird and A. Ten Eyck Lansing, both | Nerves.” 


formerly with Time. The advertisement calls attention 
. : to nerves, and states that a warm 
“é ed bath every day, using Ivory soap, is 

Introduces “Mr. Ree 


; : what the doctor orders. 
aoe . aang _s eo jhe They are also offering a prize in 
aker archeesi, has roduce Z ; i ie 

maker of Parchees:, aas i 1 the same advertisements to readers 

a new mystery game, Mr. Ree. H. B. : h tage 

LeQuatte, Inc., New York, handles who will advise what magazines they 

the account. like best. 


Run through your salesmen’s call _ rests on two questions ; “How will 
reports. On most accounts you'll this thing make or save money for 
find at least one higher-up—may- my company?” and “Is the source 


be two or three—who block sales of supply reliable?” 


ager. She was formerly assistant 
production manager of the Anfenge) 
Advertising Agency, Inc. 


Dairy Accounts Placed 


Telling-Belle Vernon Co., Cleveland, 


and Rieck-McJunkin Dairy Co., Pitts- | 


burgh, have placed their advertising 
of milk and other dairy products with 
McKee, Albright & Ivey, Inc., Phila- 
delphia. 


ELABORATE ROAD 
MAPS PREPARED 
FOR VACATIONER 


| publicized appearance of the ground: | 


| presses began to pile up first copies 
of 1937 automobile road maps for the | 
| major oil companies of the country. 


simply because your representatives Business Week, through its the Shadows. 
have never been able to present pages, gives your story private 


your story. 


“Couldn't get in”; “Still trying men in American business... some 
to get through.” These men, whose 350,000 of them a week. With 
final “O.K.” is needed to swing nearly 100,000 paid subscribers, 


sales, are Shadows to Salesmen... and a proved “‘pass-along”’ circu- LEADERSHIP 
lation of three to four readers pert Recognition of Business Week’s abil- 
But they're BUYERS copy, Business Week delivers more ity to sell executives has made it 


audience with the most important 


scores of hard-boiled advertisers 
whose sales reports prove that 
Business Week does a whale of 
a job in helping Salesmen ‘'Sell 


to BUSINESS WEEK! influential executives per advertis- lat elie. 


ing -dollar than any other publi- 


TI b atio WE sucaisecaaepetenes 455 pages 
; -tO- , . cation. 

os ware - Bet see isinad ‘ ‘ » TORS 92652 Gees avencens 610 pages 
come dominant figures when com- Business Week is strictly the ex- sca vneaice, SI 


pany buying reaches the “Yes or _ ecutives’ paper — the best-read pa- 
No” stage, are readers of Business per of the Most Important Men 
Week. Readers and Buyers. Figure- in American Business and Indus- 
minded executives whose decision try. They depend on it. So do 


BUSIN 


THE EXECUTIVE’S BUSINESS PAPER 
ALERT... ACCURATE ... AUTHORITATIVE 


ADVERTISING 


the outstanding leader in advertis- 


1936 ..... 1128 pages 


(500% Gain for the Year) 


NEW YORK, N. Ya 


330 W. 42nd STREET 


a 


LOOK AT AYRES 


seer 


L 


TS FASHION WEEK AT AYRES 
ay Pa ae 
hat mas LUUTL 


Dominant illustration in large newspaper 
copy featured the novel institutional 
drive of L. S. Ayers & Co., Indianapolis, 
urging women to get "that Ayres look” 
through patronizing the store. 


Before May, 120,000,000 of these 
maps will have been produced for 
free distribution to America’s mo- 
toring hordes. About 30 oil compa- 
nies will participate this year in this 
gigantic good will gesture which has 
become so much a part of the coun- 
try’s everyday existence that few 
consumers stop to consider the colos- 
sal undertaking represented in the 
preparation, revision, production and 
distribution of accurate guides to 
America’s innumerable main _ high- 
ways and bypaths. 

Practically all oil companies issu- 
ing road maps have made plans to 
broaden their services to motorists 
and to engage in a comprehensive 
merchandising program in behalf of 
dealers. New 1937 road maps will 
be mentioned in newspaper and 
magazine advertising and on radio 
programs. In addition, point of pur- 
chase material will be furnished 
dealers who will also be assisted by 
means of 24-sheet posters at strat- 
egic points on main highways. 


Week-End Trips Mapped 


Shell-Union Oil Corporation, New 
York, has taken steps to care for the 
needs of motorists interested in short 
week-end trips. Pointing out that 
more attention has been paid during 
the past few years to long trips than 
to the shorter variety, Shell will in- 
augurate a “Fingertip Service” at all 
stations to enable attendants to 
answer all questions propounded by 
motorists, with particular attention 
to such details as ferry schedules, 
bridge tolls, local points of historic 
interest, choice fishing and hunting 
spots and similar data desired by the 
driver planning a week-end trip or 
one of shorter duration. 

This new service will be mer- 
chandised to dealers through Shell’s 
“50 Club,” a plan utilized during the 
past few years to help dealers build 
up consistent local patronage. Deal- 
ers will be furnished with circulars 
and “handouts” such as memoran- 
dum pads and pencils which will em- 
phasize the virtues of Shell Oil tour- 
ing information. 


Revises Front Page 


Socony-Vacuum Oil Co. has re- 
vised the front page of its road maps 
with a new and more modern layout. 
The company will again feature the 
extensive facilities of its touring 
services and will continue to issue 
detour maps and additional road in- 
formation at regular intervals. 

The road map of 15 years ago, 
printed in black and white, showed 
a bewildering network of roads with- 
out any indication as to whether 
they were good or bad. Today’s maps 
are produced in at least two colors 
with meticulous care taken in pro- 
duction to assure perfect color reg- 
ister. 


Kay Moves 
J. Roland Kay, Inc., Chicago agency 
specializing in export advertising, 
has moved to 230 E. Ohio st. from 
100 E. Ohio st. The telephone num- 
ber is Superior 9435. 
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k around 


and motifs 


heraldic de-| of the NBC Red and Blue networks advertising manag 
omething of the ales effectiveness 


Hickok Official — yredicwi's'nie*tomestie aensne ror ADAPT STORY TQ 
. " coronation merchandise” as a re 
Hies Coronation ilt of the way in which wide pub 


Jewels to Scene ''nisr"y'niwe"™its “oss! SPECIFIC NEEDS 


med thousands of American men 
to Coronation ideas The Hickok 

Kdwin N.| Compan banking on this int t OF ADVERTISER 
ckolh Mian to ends profitable ts own bp no 
N. ¥ 3} tional plat in beha of it Corona 


a Moana Dodds Gives Dotted Line 


Re-Schedule $200,000 


’ 

ssid Campaign for Univex _—CluD Some Advice 

ils fo. ersal Cam ¢ ae. poration = - 
r or] make} if Univex ¢ 

M ra: ne n s50k. 668 maiabaian Chica 0 March 1] Vi 
eto in nine magazines and more than) criticising the tendency o 

parcel ) newspapers in March The drive space salesmen to deliver glittering 
ntly eXx-| wa to break before Christmas, but generalities instead of the 


a warm! was cancelled because of inability to 


y mie in meet demand vertising manager needs, Richard 
eitic Other pablications will be added 
1tles Dodds, advertising and sale 
th n : ien th eason reach its height . i 
. ‘ , ) manag ( us¢ otee 
~ ' Raymond Specto s merchandising tion manager ol ruscon ¢ 
onta 5 ounestown oO , 
and advertising counsel for the com- | Paty, Youn wn, O., gave 
ewelr) pans Franklin Bruel Advertising | low crowd mething to pondet 
ace de-| Corporation handles the account today’s meeting of the Dotted 
d ys Club at the Sherman Hotel 


yT col 
. WFEA, Manchester, N. H.. ha 


‘ 7 vertisers Association and 
come an active affiliate of the Na 


royal scep merlys ales promotion manage 


tional Broadcasting Company The : , ‘ 
mpi : Skelly O Co ManY, Sale 
rampant tation became an optional membe1 kel mapas, 


wahts 
last fall 


PERCENT OF 
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To pick the newspaper in any mans town. choose the one that has 
the Want Ads! That is true 9914 times out of 100! 

Take Omaha 7 out of every 10 want ads published in the two 
newspapers are printed in the Omaha World-Herald. And that is the 
way it has been for more than 30 years. There’s your clue to 
reader-interest in Omaha. The Omaha World-Herald is “way out in 
front ALWAYS —in Cireulation. Advertising Lineage. News and 
Pictures. Civie Activities, and everything else. 


For RESULTS in the Omaha market. the World-Herald is your 


VUST new spaper 


do any advertising job. 


furthermore. the World-Herald ALONE can 


REAL PROOF THAT OMATLANS 
HAVE MONEY TO SPEND 
Flood-Relief Quota More Than Doubled! 


Quota $36.000.00 
Raised to Reb. 10th 75.500.00 


February L937 Net Paid Cireulation Averages 


(1.950 DAILY 131.796 SUNDAY 


Gmaha d@orld-Herald 


O'MARA & ORMSBEE, Ine. 


Vational Adi ertising Representatit es 


Chicago Atlanta Detroit San Franeiseo Los Angeles 


information which the industrial 


Now Active in NBC Mr. Dodds, who is secretary 


urer of the National Industrial 


CASE STUDY 


—_—— -—- —EE 


L A — 


Said to be the first plastic spectacle 


case, this bakelite design was created by 
J. B. Frederico, Niagara Falls, N. Y., for 
the Bausch & Lomb Optical Co. 


ol ali rivel papel how well it 


covers the groups in which he is in- 


erested how much influence 


wields among readers because ol 


1 


| virile editorial policy or its lack, and 


finally, the cost per unit of space pet 


prospe cl 


Should Study Prospects 


While Mi Dodds intimated that 


some costly publishers’ surveys are 


altogether too general in scope to be 


if much help to the advertising man- 
ager who must base decisions on 
| facts, he was particularly disparag- 
|ing of the salesman who takes up 


time to try to sell space to the a. m 


for products which his company 


doesn’t make! 
The visitor 


the salesman knows about his line 


by querying after a_ presentation: 


“Now, tell me just which of our prod 


ucts you think belong in your publi- 


cation.” 


This question often reveals stark 


ignorance, he said 


Mr. Dodds qualified some of his 
criticism by asserting that a large 
number of publishers and their sales 
men are proving the best possible 
team mates of industrial concerns, 
mantally swinging an oar in the ad 


vertising boat. 


Too many salesmen, however, 
resulting in a 
“gang-up” in the office of the adver- 
tising manager on the day they hap- 


travel in crews, 


pen to pick for their jaunt. 


Burden Is Shifting 


Mir. Dodds said that from 1929 to 
1932, with the value of the dollar 
decreasing, the advertising manager 


1] 1 


) 
assul 


on advertising. The time has now 
come for the publisher and his staff 
to resume their fair share of the 
load, giving us less conversation 
and more information to take to the 


management.” 


| 
He defined advertising as a potent 


sales tool, rather than an art gallery 


and sales promotion as the drive 
shaft which connects with advertis- 
ing to develop high speed in the sales 


and merchandising of the product 


“Managements are getting tough,’ 


vertising manager could pass on t 


his own superiors 


Mir. Dodds told of an interesting 


survey in his own plants to deter 
mine who pecifies his company’s 
products, how this responsibility 
livided and what is read by the 

vil ( 1 


Starts New Survey 


krwin M Frey public relations 
on tant New York whos hild 
preterence survey wa reported 
\b ISIN \ 1 Keb 1 l 
laun ada new hil tue t Vie 

}) ( ) report I 
1 t Slur've 1\ lyt 1ined f 
Mr. I l | New ¥ 


Journal Names Daniels 


i 


J. Warren Daniels, for the past 


ven dvert y mal 
Hudson ¢ ( S il n, Pa 1 
lye } l ) } 1} n adit 
‘4 1 f 
S \ \ t 
Va | Le} t I 
! Ne York 


mfessed that he has 
a way of finding out just how much 


ned a part of the salesman’s 
burden in keeping management sold 


ie asserted, in emphasizing the need 
for factual information which the ad 


4-Color Copy 
Marks De Soto 
Spring Drive 


Four-color ad 


paintings by 


Detroit, March 2 
ve tising, featuring 
ie Saalburg, will be used by the 
le Soto Division of the Chrysler Co1 
poration in aé full-page series fol 
Spring scheduled to open soon in 
national magazine J. Stirling 
Getchell, In¢ is the agency placing 
the copy. 

Typical of the headlines to be used 
in the campaign is “Not Wealthy 
Just Wise,” leading the first inser- 
tion which uses a Fifth Avenue illus- 
tration Headlines will tie in with 
sub heads and copy to stress the 
thrift, comfort, smartness and econ- 
omy ot De Soto. 

Spring newspaper advertising, now 
running in 500 papers, also features 
art work in illustrations. A white 
De Soto is set against a dark back- 
ground Large headlines, such as 
“Bigger, Yet the Price Is Lower!” 
lead into the same general copy 
theme used in the magazine cam 
paign low-price economy. and 
smartness. 

A nation-wide poster showing will 
also be used in the Spring campaign 
Posting started on Southern boards 
late in February and is moving 
north. 


Lady Godiva on 


Horse to Ride 
in Amado Copy 


New York, March 2,.—Copy designed 
to sell women’s costumes featuring 
illustrations of nudes, is to be pre 
sented in a series of advertisements 
for Rose Amado, Inc., first of which 
will appear in the March issue ol 
Vogue, 

First of the historical nudes to be 
reproduced in small drawings will be 
Lady Godiva (plus the horse). Cloth- 
ing illustrations will be conspicuous 
for their absence. 

Mrs. Amado, operator of the wom- 
en’s wear establishment on Fifth 
avenue, is the wife of Maurice 
Amado, vice-president of the Axton- 
Fisher Tobacco Company. For some 
years president of Pattullo Modes, 
Inc., wholesale dress house. Mrs 
Amado launched her retail business 
during the banking moratorium with 
Mrs. John Hay Whitney as her first 
retail costumer and the nucleus of 
the present Amado clientele 


Overall pumener Placed 


The Martin Advertising Agency. 
New York, has been retained as ad- 
vertising and sales counsel by Star 
Overall & Uniform Manufacturing 
Co., New York. 


“Journal” Moves 


The Chicago office of Dry Goods 
Journal has been moved from 180 N 
Michigan ave. to Room 615, 307 N 
Michigan ave 


_.FREE BOOK §& 


Constructive 
Informative 
- Profusely 
Illustrated. Your request will ~& 
bring only the book—no sales- 
man, 


| PORCELAIN ENAMEL INSTITUTE 
| 612 No. Michigan Ave., Chicago 


Send me your free book on Porcelain 
Enameled Signs. 
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THE KANSAS CITY STAR 


Morning. .313,185 


HOW KANSAS CITY RANKS 


Latest available figures showing Kansas City’s 
position among cities in the United States 


19th in Population, 
Ist in Primary Winter Wheat Receipts. 
7th in Drug Sales, 


8th in Bank Clearings. 

llth in Telephones. 

llth in Value of Manufactured Products. 
12th in Postoffice Receipts. 

13th in Automotive Sales. 

14th in Per Capita Retail Sales. 

15th in Bank Deposits. 


KANSAS CITY 
IS AHEAD OF ITSELF! 


ARIOUS basic indexes show 
that from a business standpoint 
Kansas City outranks its popula- 


tion position among cities in the United 
States. 


Ranking 19th in population, Kansas 
City enjoys a position of Ist in primary 
winter wheat receipts, 7th in drug sales 
and 11th in number of telephones. Kan- 
sas City’s standing in other lines 1s indi- 


cated by the figures presented above. 


To the advertiser, this is more than a 
purely statistical comparison. It means 
that Kansas City offers relatively great- 
er sales opportunities than many other 
cities of comparable or larger size. 

It means that there is available to 
Kansas City advertisers a market of 
more than ordinary resources and ac- 


tivitv—a buving ability outranking even 


Evening. .316,721 


Kansas City’s outstanding population 
position. 


In keeping with the extraordinary 
sales opportunity afforded by the Kan- 
sas City market, The Kansas City Star 
offers an extraordinary advertising op- 


portunity. 


The Star has the lowest per-thousand- 
copy advertising rate of all American 
daily newspapers. Twice a day it covers 
Kansas City with 100 per cent thorough- 
ness, a feat not even closely approached 
by any other newspaper in any other 
city. 

In The Kansas City Star, local mer- 
chants and national advertisers have the 
most effective and most economical ad- 
vertisinge medium in America. Add to 
this the fact that Kansas City is ahead 
of itself in business rating, and you have 


an unbeatable advertising set-up. 


Sunday. .327,476 


i 
—__ — 
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HEAT FOR ICE 
+ 


State Law to 


Peg Cleaning 
Prices Asked 


Little Rock, Ark., March 2 State 
nator | in and Dillon have 
troduced a bill in the le ature 
day under the terms of which trade 
practice in the cleaning and dys ad 
ing business could be regulated by] gB. W. Stelle, president of the Philadel- 
cities of the first cla | phia agency emphatically presents ‘37 
The proposed measure would em-| advertising plans before members of the 


ordi 
operation of the 
industry cleaning 
and dyeing establishments, fix mini 
mum hours 
of employment 
charged. 


power city councils to Philadelphia Ice Publicity Association. 


pass 
nances controlling 


and to 


classify Name Akron Agency 


McDaniel, Fisher & Spelman, 


rates of pay, maximum 


and retail prices 


Jones 
Lafayette, O.; 


advertising of Metal 


Co., West 


To rere Lesser 


Pump Company, Canton, O.; ane 
Gerald Lesser, New York agency, | ‘ anton Foundry) and macmine Com 
; Cleveland, O 


has been | pany, 


appointed by the Daniel 
Hays Company, { 


Gloversville, N. Y., 


Inc., 
Akron, has been appointed to handle 
Products 
Canton Sto- 
ker Corporation and Wagener Steam 


LINK TELLS HOW 
TO PICK SAMPLE 
FOR COPY TESTS 


Formula Described to New 
A.M. A. Group 


Chicago, March 3.—A brief resume 
of the varying methods of copy test- 
ing, with a formula for determining 
necessary size of a sampling job, was 
given to the newly organized mid- 
west chapter of the American Mar- 
;| keting Association at a meeting last 
.| night by Dr. Henry C. Link, Psycho- 

logical Corporation, New York. 

Dr. Link and his organization have 


maker of men’s and women’s gloves . : Ww : just completed a study of copy test- 
Joins Shigeta right ing methods for the Advertising 
. Charles B. Neal, formerly of the! poseare 2 “ . ~— 

tesearch Foundation, sponsored by 
McGillvra Moves crentive service department of the te age Ret tee pees 
a , ‘ aha é : my the Association of National Adver- 
Joseph Hershey McGillvra, New| Federal Brilliant Co., Kansas City, tisers and supported by other im 
, . A > | rey oa. 2 , ‘kf sers ‘ S - ° 

York radio tation representative,| has joined Shigeta-Wright, Inc., Chi- . PI . = } vm 
has moved to 366 Madison ave. A|cago, and will be in charge of photo- | POrtant organizations in the adver- 
Toronto office also is being opened in| graphic service to advertising agen- "Sing field. 
charge of Nate Collwell. cies There are ten or eleven basic 


SUN SU 


golfing togs 


like hoteakes 


ITS AND SNOW 


GLASSES 


and ski pants are selling 


right now in Los Angeles 


stores. Almost any kind of climate, 

MILES MEAN NOTHING — ~port and scenery ix 
— . found within a day‘s 
in a Los Angeles shopper’s life. Women ; na day‘ ae 
will daily drive past nearby markets to drive, If you make 
trade at a favorite grocery 5 miles away. “seasonal merchan- VSN 
(In fact, the average family spends dise.” don’t overlook c -_’ 
about = — _— Se the possibilities for 
as On TOO? and remember, nearly halt . 

; creating a year-round Se 


of all the 7 
states is bought in Los Angeles county!) 


OPEN CARS —OR 


food sold in westernmost 


market here. 


' CLOSED? NI THE “PURLINE” 


Sport clothes are measures ad 


worn to business in 


January . most per line per 
grocery stores are ing power re 
open in front .. ty - 

; ; is only 47e 
and in this semi- 


tropical market 
closed outsell 
open models by an 


cars The Times ¢ 
expectancy ¢ 
overwhelming mar- 
Before 7 
leap. get all the facts on selling your 


product in this unusual market of 2,- Los 


further Purl 


gin. you 


local selling 


The Times merehandis- 


313.343 people. 


San Francise 


LOS ANGELES 


ing department will be vlad to help. 


utterly new way. 


$1.00 to $1.16. 


Angeles—or 


vertising costs here in an 
A Purline is the cost 
billion dollars of purchas- 
‘ached. For The Times, it 
for other newspapers, from 
Thus, in Los Angeles, 
»bviously doubles the sales 
£ advertising dollars. For 
ine data, or information on 
problems, write The Times. 


eall Williams. 


Law ° 


rence and Cresmer, New York, Chicago. 


‘o or Detroit. 


TIMES 


LARGEST MORNING CIRCULATION 


IN THE WEST 


PANTOMIME POWER | | 


E.P ... big package to buy 


when all you need is small HELP. 


) 001] ) See cin Toe ewe rand begh gest saaom on bay. 

CUP | 5. LOS STEAM TORSINES FROM TRACT nA La. sour 
A new cartoon copy user in industrial 
ranks, Coppus Engineering Corporation 
has launched a campaign featuring little 


type, with the central cartoon story 
stressing the message by pantomime. 


methods of testing advertising, all | 
of which have numerous variations, 
Dr. Link told the marketing group, 
which held a joint meeting with the 
Chicago Advertising Managers Club. 


Free Project 
Plans Key to 
Glue Strategy 


New York, March 2.—Utilizing the 
time-tried strategy of selling glue by 
the simple process of showing home- 
crafters how to construct useful ob- 
jects, Casein Company of America 
resumed its free project service 
in magazines for the third successive 
year. 

This year’s series contains 24 proj- 
ects, including a sailboat, a kayak, 
a modern table, a colonial desk and 
other equally noteworthy examples 
of the craftsman’s art. Complete in- 
structions may be obtained in ex- 
change for a green ticket from a can 
of Casco, on which the builder may 
check the project in which he is in- 
terested. 

The new campaign is scheduled 
for Everyday Science & Mechanics, 
Home Craftsman, Modern Mechaniz, 
Popular Homecraft, Popular Mechan- 
ics and Popular Science in that spe- 
cialized field, while general prospects 
are reached through Better Homes 
¢& Gardens, Country Home and Satur- 
day Evening Post. Industrial Arts 


Among these basic methods are 
recognition tests, identification, vari- | 


ous types of recall tests, consumer 
jury or controlled opinion tests, 
coupons, sales tests, and personal | 


against a check list. 
Recognition, identification and re- 
call among others, Dr. Link 
said, are usually productive of good 
results but they do not carry entire- 
ly through the problem of copy test- 
ing, since they merely show whether 
a particular advertisement has been 
seen or remembered, and give no 
indication of whether the advertise- 
ment has induced a favorable reac- 
tion for the advertised product. On 
the other hand, the sales test, which 
is generally considered the most ac- 
curate and most important test, has 
numerous disadvantages, principally 
the length of time required to make 
the test, and the cost, which tend to 
its value. 


Sales Tests Limited 


ratings 


tests, 


lessen 


In numerous fields, such as auto- 
motive, in which the bulk of adver- 
tising and selling is concentrated in 
a relatively short season, it is im- 
possible to utilize a sales test, he de- 
clared. 
One of the difficult of all 
copy testing problems, Dr. Link as- 
determine the size of 
required to produce ac- 
Assuming that one 
has the right method and is using 
it correctly, it is for all practical 
purposes impossible to say how many 
interviews are needed to produce 
thoroughly accurate results, he said. 


most 


serted, is to 
the sample 
curate results. 


In testing over a period of time, 
however, a definite mathematical 
formula exists for determining the 


adequacy of the sample, he asserted. 
That is, if the same question is to 
be asked at intervals of a month, for 
example, the sample used for the 
group of interviews should 
be four times the sample used for 
the first, and the sample used in the 
third series of interviews should be 
16 times that used originally. 


second 


Palmer Heads Group 


Results of the mail election held 
Marketing Association were an- 
nounced at the meeting as follows: 

Chairman, Prof. James L. Palmer, 
University of Chicago; vice-chair- 
men, C. C. Chapelle, H. W. Kastor & 


Urge Analysis of 


by the midwest chapter of American | 


Sons Co., and Prof. Lloyd Herrold, 
Northwestern University; treasurer, 
Marion K. Nolan, Market Research 
Corporation; secretary, M. L. McEl- 
roy, Standard Oil Company of In- 
diana. 


Diesel School Field 


and Vocational Education carries the 
message to manual training teachers, 
while boatsmen are reached through 
Votor Boating. 

Geyer, Cornell & Newell, Inc., is in 


charge. 


Powder Putts 


Turn Faux Pas 
Into Victory 


Madison, Wis., March 2,—Con- 
verting his ‘‘most embarrassing mo- 
ment” into actual profit, Ralph L. 


Williams, operator of a dental la- 
boratory, has won the local reputa- 
tion of possessing almost magical 
advertising tact. 

To scores of his customers and 
prospects, Mr. Williams dispatched 
an advertising novelty case contain- 


ing finger nail file and comb. To 
his horror, numerous letters arrived 
from bald-headed dentists, who ex- 
pressed appreciation for the file, 
but inquired, “What the h—ll am I 
supposed to do with the comb?” 
Fired by inspiration, Mr. Wil- 
liams hied to the nearest drug store, 
bought large powder puffs, and 
promptly mailed them to the petu- 
lant dentists. In a letter, he offered 
his abject apology, and urged them 


to accept his “pate-powderers.” 
Many of the dentists, gratified by 
his thoughtfulness, have since joined 
client 


his roster. 


Buys Hoe Presses 


Condé Nast Publications, New 
York, has let contracts for seven new 
press units for the Conde Nast Press, 
Greenwich, Conn., to R. Hoe & Co., 
New York. The purchase, which in- 
cludes four new type speed color 
yresses, represents part of a $500,000 
improvement program. 


AD MATS 


MAY LOOK ALIKE... 


BUT THERE’S A VAST 
DIFFERENCE IN 


REPRODUCTION 


Progressive Mats and Plates re- 
produce well because onlv the 
best materials are used in con- 
junction with the highest type of 
skilled workmanship. . We 
make it a part of our business 
to study customers’ patterns—to 
recommend the proper depth and 
kind of pattern for each specific 
job. Our production, ship- 
ping and mailing facilities are 


The McCarty Co., Los Angeles, han 


the account. 


dles 


National Schools of Los Angeles ample to meet any requirement. 
have opened a campaign in indus- aed —@ . 
trial publications, calling attention 
to the “mushrooming” of countless}} DAY AND NIGHT SERVICE 
Diesel schools. 

Copy infers that privately-owned PROGRESSIVE MATRIX 60 
trade schools must hew closer to 8 
education than profit if “racketeer-|] 5175S. Jefferson St. Chicago, Illinois 
ing’ is to be kept out of the field. uw 


inufacturers of Fine Matrices 


| 
e-3 . 3 


Stereotypes and Nickelplate 
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KINDNESS’ 10 
IDEA CREATORS 


Chicago, March 2.—A _ plea for 
“kindness” toward idea-makers to 
procure the greatest progress 
through unfettered inventive minds 
was made Thursday by Frank C. 
Hamilton, vice-president of Chappe- 
low Advertising Company, St. Louis, 
before the Chicago Sales Executives 
Club. 


There are two ways of creating 
ideas, developing one’s own powers 
of thinking, or encouraging those 


who make a business of selling ideas, 
he said. 

Information and observation are 
essential if one is to create ideas, Mr. 


Hamilton emphasized. He warned 
against the futility of trying to 


achieve something new by imitation. 
In dealing with those who market 
ideas, he said, special caution 
necessary. 


More and Better Work 


“You must be ‘kind’ to _ idea- 
makers,” he asserted. “They will do 
more work and better work if you 
keep them in a free, untrammeled, 
happy state of mind. 

“Do not chill them. Warm them. 
Make your criticism constructive in- 


is 


stead of destructive. You cannot 
measure an idea. You cannot bar- 


gain for an idea. You must be lib- 
eral toward the men who have them 
or you shut off the supply.” 

Contending that business perishes 
without ideas, Mr. Hamilton cited 
spectacular examples of the power 
of an idea to generate sales. 

“Somebody thought of tomato 
juice—a great idea,’ Mr. Hamilton 
said. “Millions of dollars worth of 
tomatoes were thrown away each 
year because they were unfit for the 
market, but their could be 
squeezed in a can and a valuable food 
drink provided. Last year the pack 
was 12,000,000 cases. 


essence 


Cites Life Savers 


“Somebody thought of Live Savers 
and a great new industry was born. 
If people used to like peppermints, 
they still do, the inventors said. They 
envisioned a new form, a name, a 
package, and a price, and made Life 
Savers in a shape to support the 
name. 


“Jell-O was a dying product that 


was brought back to life by the 
simple expedient of adding new 
flavors. 

“Somebody thought of Bisquick, 
and now the dumbest bride makes 
hot biscuits for hubby just like 


mother used to make.” 

The most devastating thing to any 
sales manager is habit, Mr. Hamilton 
declared. The one thing that is cer- 
tain, he emphasized, is that there is 
constant change. 


To Luckey Bowman 
The Martin Dennis Co., Newark, 
J., has appointed Luckey Bowman, 

Inc., New York, to handle advertis- 
of Lexol, leather conditioner, Spo, 
preserving oil, and other prod- 

J. H. Nutting is account execu- 


Wants State Train 


\ bill which would provide $2,500,- 

/ to buy and operate a streamlined 

ain to advertise Michigan has been 

introduced in the Michigan legisla- 

ture by Rep. Charles W. Snow, Jr., 
f Jackson. 


rayay 


ty 


ADVANCE ADDRESSING 
and MAILING COMPANY 


AUTOMATIC 
MACHINE ADDRESSING 
FROM ALUMINUM PLATES 


Permanent Mailing Lists 
Our Specialty 


536 So. Clark St. Webster 3569 


CHICAG 
a Oo 


Made by RCA-Victor 

E. W. Butler, formerly manager 
of the Pittsburgh district, has been 
placed in charge of RCA-Victor phon- 


ograph sales, and George R. Ewald | 
has been appointed manager of 
Pittsburgh district. 


M. F. Blakeslee, formerly manager 
of the Atlanta district, has been ap- 
pointed manager of the Chicago dis- 
trict, and F. M. Bewsher, former man- 
ager of the New Orleans district, 
manager of the Atlanta district. The 
company’s district offices in New Or- 
leans have been transferred to Mem- 
phis, and will be under manage- 
ment of Norman Bass, formerly man- 
ager of the Cincinnati district. D. 
E. Neiswander, formerly in the De- 
troit district, has been appointed 
manager of the Cincinnati district. 


the | | 


Edward Bozorth (left) formerly with J. 
Stirling Getchell, Inc., has been named 


advertising and sales promotion man- 

ager of Airtemp, Inc., Chrysler affiliate, 

and Fred C. Schnake, formerly of WISN 

is new art director of Morrison Advertis- 
ing Agency, Inc., Milwaukee. 


Allow Liquor 
Copy in lowa 
Des Moines, March 2.—Two bills 


designed to put Iowa and “foreign” 
newspapers On an equal competitive 


| first measure, 
Flynn took the viewpoint that lowa 
publishers are being denied revenue 
allowed others, while the objective 
|of protecting Iowa readers from 
temptation not being achieved. 
“We should either prevent sale of 
magazines and 
liquor advertising,” 


is 


newspapers carrying 
he commented, 
allow our own publishers to en- 
joy this additional income.” 


“or 


basis are being prepared by Repre- 
sentative Joe Flynn, Democrat, of 
Decorah, Ia. One would, from news- 


stands, bar out-of-state periodicals 
which carry advertising, while the| 
second would amend the present | 


state liquor law to permit Iowa pub- 


lishers to accept that type of adver- | 


tising. 


Transmission of out-of-state publi- 


Steinheim Promoted 
R. P. Steinheim, formerly assistant 
to the president of the Gardner Dis- 
plays Company, Pittsburgh, has been 


|}placed in charge of the company’s 
office at 42-50 21st st., Long Island 
| City. 


YOU CAN BANK ON MORE BUSINESS 


BANK DEBITS WERE REPORTED BY THE FEDERAL 
RESERVE BANK ON FEBRUARY 17 AS FOLLOWS: 


1936 


1937 


INCREASE 


$8,131,669 10,313,602 26.8’ 


Replacement of house furnishings and reconstruction of homes in 


the valleys of the Ohio River and its tributaries throughout Kentuckiana 


is just starting, stimulating marketing and finance. 


Aggressive com- 


panies are getting their share of the increased business by placing larger 


schedules in 


Ghe Convrier-Zournal 
THE LOUISVILLE TIMES 


LOUISVILLE,KENTUCKY 


THE BRANHAM CO., National Representatives 


EDWARD PETRY CO., 


WHAS 


National Representatives 
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Lorillard 


Chrysler 


TN 
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Oldsmobile 


Chevrolet (Used 
G. M. Institutional 


Frigidaire 
Chevrolet (Tru 
Fisher Bodie 
La Salle 


Delco Heat 


Cadillac-La Salle 


G. M. (Trucks) 
AC Spark Plug 
Cadillac 


Delco-Frigidaire 


Oldsmobile (Used) 


Cadillac-La Sa 
Frigidaire Com 
Delco Radio 


Delco Heat Condit 


Cadillac-La Salle-Oldsmobile 


Ethyl Gasoline 


Frigidaire Air 


Leading Newspaper Advertisers, 1936 


1936 
Product 
Sou ict I iz 


670,591 
295,966 
242,797 
177,870 
159,449 
131,877 

43,438 

41,977 


Fleetwood 41,239 


hefrig 15,700 


7,438 
7,433 


020 


Condit 


Chevrolet-Oldsmobile 


Buick-Pontiac 
Delco Battery 


J. Reynolds Tobacco Co... 


Camel 
Prince Albert 


teynolds Tob. Co 
Liggett & Myers 


American Tobacco 


Lucky Strike 


Herbert Tareyton 


Half & Half 
El Roi Tan 


Ford 

Ford (Used) 
Lincoln 

Ford (Trucks) 
Ford-Lincoln 


Ford Accessories 
Fordson Tractor 


Old Gold 
Muriel 
Union Leader 


Plymouth 
Dodge 

Chrysler 

De Soto 

Dodge (Trucks) 
Dodge (Used) 
Dodge-Plymouth 
Chrysler Inst 


Chrysler-Plymouth 
De Soto-Plymouth 


Airtemps 


Plymouth (Used) 


Kessler’s Private 


Seagram's Gins 


Company 


Corporation 


18,714,381 
2,498,703 


R. J., Prods 384,035 


Tobacco Co 


Company 


Ford Motor Company 


,294,288 
,190,248 


90,600 


Pp 


10,822,616 


3,805,899 
1,980,469 
1,411,25 


110,688 
108,889 
89,540 
80,815 
4,12 


Lever Bros. Company 


Spry 2,109,904 
Lifebuoy 1,841,842 
Rinso 1,832,87 
Lux Flakes 1,515, 20¢ 
Lux 1,204,10 
Lever Bros. Mis Prods 225,886 
Lifebuoy Shaving Cream 12,659 
Lever Bros. Soap Prod 8,373 
seagram-Distillers Corporation. 
Calvert 2,442,524 
Seagram's Crown 2,238,240 
Old Drum 196,495 
Seagram’s Silver Dollar 612,453 
Seagram's Products 580,588 


Blend 510,574 


Seagram's Whiskies , 254,489 


Seagram's V. O 
Calvert's Products 


Calvert’s Kentucky Pride 73,95 
Seagram's Ancient Bottle 42.438 
Seagram's ‘83 18,738 
Seagram's Pedigree 8,793 
Seagram's Bourbon 3,948 
henley Products Company 

Wilken Family Whisky 2,020,999 
Schenley's Old Quaker 1,992,945 
Schenley’s Cream of Ky 1,639,771 


Golden Wedding 


Whisky 1,062,156 


Schenley Dist. Corp. Prod 362,368 
Schenley’s Old Schenley 249,995 
Schenley’s Ancient Age 150,900 
Schenley'’s Whiskies 111,079 


Dubonnet 


97,930 


Schenley'’s Maytlower 97,077 


Gibson's Whisky 
Gibson's Whiskies 
Schenley’s Amer 


Bacardi Rum 
Schenley’s Old 
Gibson's’ Club 


Otard Cognas 


Old Methusalem 


Schenley’s Gins 


Quak. Prods 62 } 
Whisky 49,260 


78,154 


Cream 61,586 


11,498 


Noilly Prat Vermouth 5,600 
Echo Springs Whisky 2,849 
Chimney Corner 858 
Sunny Springs Whisky 

Cotton Picker Whisky 

Camp Fire 

Royal Coachman & Glenarm 

Duboennet Products 

tuckeve Whisky 

itional Distillers Prods. Corp 

Town Tavern Whisky 1,273,510 
Windsor (Bourbon) 1,263,065 


Crab Orchard 
Green River 
Gilbey’s Gins 
Mount Vernon 
Old Overholt 


Black & White 


Old Log Cabin 
Brigadier 


Nat Dist Prods 


1,114,942 
1,050,368 
836,230 


436,111 


Nat. Dist. Whiskies Q° 44F 


Based 


* 


« 


to 


on 388 Papers 


Copyright, 1937, Media Records, Inc. 


030 
» 449 


819 


978 


3,047 
3990 


7,981 


709 


45,440 
$11,865 


°66.049 


269,203 


Advertise: 


Total 

Lineage Manufacturer and Products 
193 

0.666.031 Penn Maryland 


DeKuyper Gin 

| Old Prentice 

Chicken Cock 

| Old Farm Whisky 

Guinness Stout 

Rewco tye Whisky 

Meliwood 

Old Bushmills 

Penn-Maryland Co Prods 

Amer Medicinal Spirits 
Prods 

Belle of Nelson 

Old Crow 

Penwick Whisky 

| Gilbey’s Whisky 

Buchanan's Oval 

Anchor Dry Gin 

jourbon De Luxe 


|} General Foods Corporation. 
Maxwell House 
| Postum 
Post Toasties 
Huskies 
| Grape-Nuts 
Post’s 40% Bran Flakes. 
Grape-Nuts Flakes 
| 


Calumet 3aking Powder 
15,804,910 La France 
Certo 


Minute Tapioca 
Bird’s Eve Frosted Foods 
18,368,496 | General Foods Cereals 


8,528,772 | Post’s Whole Bran Shreds. 


taker’s Coconut aire 
Swans Down Cake Flour. 
| Sure-Jell 
Post-O 
11,430,061 | Jell-O 
Jell-O Ice Cream Powder 
Sanka Coffee 
Log Cabin Syrup. 
Post's Cereals 
Satina 


Jell-O Iee Cream Mix. 


Dia. Crys. Shaker Salt 
Jell-O Choc, Pudding 
6,78 9 
», 735 
G F. Products 
Zaker’s Milk Chocolate 


SwansDown P. F. Tints 


Baker's P gr Colors 


,216,456 
Procter & Gamble Co 
Oxydol 
Camay 
Chipso 
Crisce 
Drene Shampoo 
Ivory Soap 
Lava Soap 
P & G Soap 
Ivory Flakes 
r 2 G Products 
Dreft 
Ivory Snow 
9,136,148 Kirk’s Castile 
Ivory Shaving Cream 
Sterling Product Ine 
Baye Aspirin 
Lyons, Di Tooth Powder 
Fletcher’s Castoria 
Phillips Milk of Magnesia 
| Midol 
Caldwell’s Sy: » of Pep 
7,264,565 | Danderine 
| Phillips Dental Magnesis 


Pape'’s Diapepsin 


Pape's Cold Compound 

Phillips Milk of Magnesia 
| Creams 

in 1 Oil 

Caldwell’s Pine Balm 

California Svrup of Figs 

Sterling Products 
Standard Brands Inc 

Fleischmann’s Yeast 

Chase & Sanborn Coffee 

Fleischmann’s Gins 

Tender Leaf Tea 

Royal Desserts 


5.261.532 C & W Coffee 


Corn Flakes 
Rice Krispies 
Wheat Krispies 
Kaffee Hag Coffee 
| Cereals 
Pep Bran Flakes 
| Whole Wheat Krumbles 
|} Socony-Vacuum Oil Co., Ine 
| Socony-Vacuum Prods 
| General Pet. Corp Prods 
| Magnolia Pet. Co. Prods 
Mobile Freezone 
| Mobile Products 
| 


| Colgate-Palmolive-Peet Company 


Colgate’s Dental Crean 
Palmolive Soap 

Super Suds 

Super Suds—Concentrated 
Kwik Solv 

Crystal White Soap 

Ps 


Imolive Shave Cream 


Octagon Granulated Soap 


Prods 


Octagon Prods. 


(37 Kirkman’s Soap Chips 
Kirkman’s Gran, Soap 
Cashmere Bouquet 
Kirkman’s Soap 
Kirkman’s Prods 

Frankfort Distilleries, In¢ 
Four toses 


Paul Jones 


Old Osear Pepper 
| Frankfort Dist. Whiskies 


Colgate-Palmolive-Peet Prods 


Colgate-Palmolive-Peet Grocer) 


Colgate Brushless Shave ( 


Mattingly & Moore Whisky 


1936 1936 


Product No. of 
Lineage Cities 
85,651 19 
69.405 38 
61,091 8 
56,180 7 
50,761 0 
48,129 7 
19,909 15 


964,218 72 
943,889 65 
798,290 68 
781,036 47 
713,306 70 
609,089 65 
572,725 67 
44 

245,564 2 
188,33 $4 
108,184 29 
106,482 2 
83,709 38 
82,906 14 
81,218 28 

78,823 2 
75,03 2 
56,831 7 
55,030 53 
51,254 28 


49,419 29 
43,636 15 
33,368 40 
14,281 10 


13,484 2 
10,977 22 
§ 858 5 
5,340 4 
5180 3 


122,566 42 
104,499 3 
102,696 3 
46,823 12 
29,565 4 
13,620 15 


2,057 4 


1,283,556 v2 
1,043,695 63 
852,461 67 
621.086 91 
395,608 80 
188,701 67 


152,76 54 


113,225 42 
80,084 42 
00 35 


1,809,246 61 

1.011.638 61 
697,457 f 
131,807 24 


61,941 34 


1,005,518 100 
971,330 90 
541,841 89 

77,048 89 
261,311 67 
142,163 78 
27,916 31 
26,630 18 

2,596,740 &4 

220,801 13 
87,128 6 


1,206,088 71 
748,522 84 
353,625 82 
203,094 46 

78,542 5 
62,002 


g 
14,920 14 


8,184 18 


1,022 6 
5,110 3 
2,245 5 

9 996 9 
1,177,837 69 
919,811 67 
308,856 §1 
202,199 27 
54,068 15 


34,377 11 
(Continued 


in 100 Cities 


7,178,804 


6,105,771 


4,791,700 


3,712,089 


2,904,669 


2,778,007 


Paae 30) 


72,294 
73,197 
31,416 


10,873 
8,363 
6,752 
5,576 
4.998 
223,485 
899,972 
630,69 
100,220 


27,881 
68,719 
37,674 


5,666 
48,010 


1,827,229 
1,178,962 
668,452 
786,518 
70,88 


44,099 
167,025 
37,909 


_ 


47,728 
21,273 


8,925 
5,529 


5,082 
10,572 
5,622 
2,676 


945,186 
665,714 
38,553 


56.319 
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= a March 8, 1937 : 
: 1936 Advertise 19 19 ee es Advertiser 193 1935 Advertiser 
| po No. of Total Product No. of Total Product No. of Total 
Manufacturer an Cities I ea ge Lineage Cities Lineage Lineage Cities Lineage N 
19 1936 1935 may 
General Mot Corporation : 8Y - 483,699 46 adv 
Cc} rolet 5,480,187 100 6,617.2 ; eecevee ee * 
Buick 4,578,204 98 2,314,91 91 39,757 17 1,0¢ 
Pontiac 2,702,417 100 156,895 95 Terry ee of 
ee 2,681,472 99 1,677,767 94 30 Pul 
1,769,246 84 1,0 108 g7 9 phen 
1,245,975 68 133,941 86 05 4 gatas - V 
ks) 1,191,778 100 909,561 94 5,096 2 25,706 7 Fel 
‘ 866,385 66 1,073,339 55 : a 90,602 24 abl 
95 353,450 $5 Co. 
Pe 30 153.648 18 > 56,217 15 mo 
SS 17 306,149 76 ; : 12,624 10 or 
po 60 105,884 47 11,188 9 the 
: 91 ee ; ; ; 4 Q 
85 51,173 41 3 193 
@ a . oe tenes 18 cay 19 nev 
es 21 ao ; : 9 the 
eS 14 41,844 13 a) hov 
po ee) 37 — 4,376,829 S 
11 4,239 8 29 
re paces | 6 558 7 6° line 
A _—_ 9 5,538 10 - ‘as 
SS Bet = 777,836 47 ori 
Ss 7. 19,409 16 ae “— 
es : 9,489 6 95 
P| EN is apn ze 176,660 65 var 
: oc eees er eees o* 2,685 4 1,053,793 80 fig 
ne - a oceces es 16,597,119 263,870 26 in | 
re 98 14,683,425 93 146,028 75 : 
| et 96 382,694 30 48,440 3 Ma 
Se ee ” 11,876,018 * cee 193 
PY . s 10,285,742 98 8,007,311 93 P 9 
1,475,340 74 459,726 17 S| i 
P| Lin 114,936 17 30,166 14 17 
; 31,569 6 : : : as \ 
; Pel 11,334,304 | | 16 12. 
7,383,445 100 7,862,205 15 . 12 va 
1,337,205 98 1,034,451 94 239,873 37 - 
i 1 98 715,210 &3 Tere ‘ fig 
7 | 99 1,641,816 95 70,171 29 zin 
as 44 175,415 44 ceeeee o cen 
38,518 20 re ; ak Be 
Se ‘a 4146 = 
— | . ; ii _ ae | 4,927 9 
. 18 6.681.56 9° — 
‘ 28,405 8 ahh Ns Mes 
pe . ; ree es 1,791 12 3,473 24 
j en . Ce iH 520 13 
PF PC ° { ~ 70 
: 100 j 3,905,870 94 i a 6,051,013 
‘ 2 2,391,962 90 81 
‘ 99 2.599.389 9b 90” 98 > ' 
: a 97 2,00 91 aesemee - pe 
. 1,206,320 96 1 “| 87 853,417 6s = 
edad’ debt : P = 441,455 60 90 
767,771 94 669,112 87 oa : 
: 308,573 78 - 318,476 69 13 
, 948 129 ve 921 40a : 306,911 81 141,463 57 | 
7 ann bak a 135,390 41 viene . J 
Saran, 68 145,945 61 ss tG7, 208 > 
rT 34 34 
ee 35 14 
ee 8,830,845 aA ooh nie 
: 67 weenie = es 11,179 I 
89 2,150,377 85 a 4,323,660 
98 2,703,198 93 1.161.264 88 
78 1,858,780 85 a 572,231 61 
86 2,160,753 87 356,582 49 
91 144,435 49 711.138 87 
43 118,605 46 471.026 67 
6 tee ; 533,660 66 
8,527,650 Pe 27,743 4 
79 8,069,525 6( 142,760 38 
64 811,477 53 44,718 34 
38 Bera 
; 71 3.944.573 70 ate 23,320 11 ee ea ie 
SS 60 746,391 55 5,198 17 8,403 29 
. Pe $36,375 68 392,599 18 ; 159,836 20 
eee 73 ete eg ‘ 43,346 15 
FP 229,499 42 yaar . 14,779 4 
78,541 5 Fe 4,712,189 
13 1,752,576 75 
32 as 1,728,293 60 
7 ; 818,101 53 
6 179,418 18 
6 ; ” es 155,824 27 
“ 8,213,308 es = 2 tpt / 
74 81° 50 | Kellogg Co 253,757 3,438,675 
76 1,234, 65 Ail Fal 986,783 94 
74 RR 59 . 662,453 93 
SS | 76 34 | | 60 627,752 83 
66 59 60 905,636 95 
| Pe s ey ‘ pl : 
’ 58 i 51,291 53 
35 910,081 48 P| 33 
ee Pe 23 44,030 11 26 
Se 56 144,742 29 a 2,664,815 
po — 18 29,026 13 2,249,487 81 
63,744 13 186,957 10 
. es 59 a 213,920 ° 
427 23 64,841 29 trees ma 7 
Ss 25,680 10 964,587 ne 
SS 19,211 17 $6,431 18 | oeeiees os 
| a 18 515,207 75 
10 5.191 \ eecees es 
Se 
; 7 19,575 8 rd 256,873 31 
eanes . _————L | . oes Sis + 
; 15,991 8 sary 2,059 ' 
er ; | — es 90,567 59 
: meee A PC 
; : 1,106 s eT 149,386 55 
7,664,406 5,781 
73 581,109 6 
73 639,167 67 et 
74 1,017,898 65 - 
’ 67 _ 55 2,754,358 1,958,299 
5 23 46 26 685 
; P| 45 | 34 as 63 
es 343,773 48 a 42 ee ; 13 
| | 175,806 7 — rt _——— a ‘ 
175,806 24 i 40 eons : 
es 96,319 27 974,942 53 | Kentucky Velvet et 
, a 18 eeaws 2 | oo i! 
ox. . . = 
Be i Sis «We IS oe a : ee ee ae oe aga ey 6: a ko : : 4 ; tee Lay | hire . ‘ mn ROPES Tees gee Un h- 5) aia Rn eae Messe PF grey eal ie BR ae aa eae Ne ; 
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, : . 745 ’ 1937 1936 | ¢ 5 ] 
y > mé ‘der papers lost 7.15 per | ; 
while mail order paper: l 7.15 P VISUALIZER | cestiitents Website A llowanc es to 
cent in comparison with the 44,901 | Group: 
lines carried in March, 1936. : — | Love & Romance... 19,753 17,377 A&P t it 
Lineage figures for individual mag- . Movie rah eeeee yt +e aS on anti y 
. > 22 on + io 32 TOR ceccees 7,703 0,US5 
azines for March, 1936 and 1937 are Rad eect pL re 
, ‘ . True Experiences... 19,395 17,359 F 
given in the attached tabulation: True Romances .... 20,483 18,094 | e ° ° Ss oO 
Modern Magazines: _— 
Standard 1937 1936 Modern Romances.. 19,060 19,273 | Cambridge, Md.. March 4 Federal 
American Mercury.. 4,264 3,442 h\ Modern Sere en .. 21,908 17,037 - ac Re tier ears oe 
| 1 4) PER CENT Atlantic Monthly.. 11,943 9,524 | Radio Stars .. 18,852 15,102 rrade ( Om MISHOn i ota ode with 
+ Current History ; 829 2.064 Screenland Unit: : a Federal Examiner William C. Reeves 
Forum & Century.. 4,340 5,215 Screenland .... 44,186 L2,/‘l | completed a three-day examination of 
pile | Harpers Magazin: 9,883 10,590] 4 == | Silver Screen ie "8" | officials and records of the Phillips 
) ais ¢ cords > : 
r ' | Review of Reviews. 6,531 8,739 : lectri | ae enapeananion Se . 

— Paaiie ame __eN: d New Hotpoint electric range x-ray visu- a eee i 70 9 Ra a al ronterday seekine to 
New York, March 5.—National|s.ripner’s ...... - 11,113 4,609 . te, | 9 y ' rotal Group 14,588 279,368 | Packing Co. yesterday in seeking t 
magazines carried 1,852,494 lines of __ __| alizer for range sa luloid _, Sresonts | determine what discounts and allow- 
,dvertising in March, compared with| Total Group . $8,903 44,183 , through © sores of celluloid “window | Outdoor inces were granted A&P compared 
= ee a nas ah et a oars General pages “x-ray view" inside range features. | American Rifleman 11,045 9,921|—". , iar ne aes The A&P has bee 
1,662,540 in March, 1936, for a gain American ....... 23.925 21,496 | —=————— ———— : -- Field & Stream.. 18,115 18,251 | wit 1 other buyers. ~ “ae 1as Deen 
of 189,954 lines or 11.42 per cent,| american Boy . 4,860 7.7an) 1937 1936 | Kur-Fish-Game ..... 7,003 6,186 | cited by the FTC for illegally ac- 
Publishers’ Information Bureau re-| American Home— -~ Se ae 11.119 7,828 Hunter-Trader-Trapper 7,643 6,157 | cepting a series of such price conces- 
ports National ........ 18,826 = 34,659 | ree Detective Hunting & Fishing.. 11,214 11,0¢3) ions allegedly replacing the broker- 
" Weeki i foe «(whieh | “ore See ‘Mysteries 2,566 3,985 | National Sportsman... 12,087 11,308) |. oeived from the company prior 

eekly magazines, or rhic Sp. Ed 2 679 6.669 Mys es .. . 93,966 8,959 | | asa 788 seg | age receive ( company 
, 2 Sp. i aeesees~es 0,040 »,065 ei ee pe PEEOOTS crnceces 6,756 6,0 | k 
February lineage is the latest avail-| American Legion .. 5,899 5,023 Total Group 759.105 620.944|V0utdoor Life . . 14,951 13,408|to the Robinson-Patman act. 
able, carried 631,885 lines in that|Arts & Decoration. 7,742 8,386 - fe ies . hi 7 Sports Afield .. 14,970 14,564 Commission attorneys endeavored 
: * , a a ra ra nee 4,536 2,736 omen’s a ape -— 2 
month, for a decline of 24,844 lines, ~ey ee onan th 4 "| Delineator ..... . 9,517 8.597 Total Group .... 103,814 97,434 |t Prove A&P purchases from Phil- 
or 5.5 per cent as compared with Gardens ... 30.593 24,322 Farmer's Wife ... . 13,241 15,238 lips dropped off when brokerage pay- 
the 656,729 published in February,| Boys’ Life 8 804 9,606 | tee ig renal + aaa pte , em — 6.067 7.918 | ments were temporarily stopped and 
. Pye ee A . ,| Chil a aaa 4,429 2.265 | arper's SABRAP .cces 85,4< 48,492 |COMIOrFt .ceaes cu mee v, 4 (94 aes . "a aes 
1936. If the lineage carried by the ate lls Herald 9979 6066 | IOVINEEE 5 nccsecse . 16,505 16,072|Gentlewoman .. 5,028 4,264|resumed when discount arrange- 
new Life were included in the total,| @ojijece Humor 2,102 9 465 | Home Arts—Needlecraft 6,471 7,370 | Good Stories Trees 4,360 | ments were perfected last August. 
the picture would be much different, Cosmopolitan . 29.633 24,073 | on Magazine... 15,965 16,308 orimee >t be ithe : ere rei Phillips officials insisted that pay- 
"ever Country Life . 33,663 9593¢|Junior League _, | illustrated Mechanics. 5 136 tea antity . 
however. ; re —- : 5994 5'619| Magazine .......... 10,322 9,576|Moose ......+..--++. 2,624 1,292| ments were bona fide quantity dis 
Standard magazines carried 48,903 Esquire—National 191678 40589 | Ladies’ Home Journal. 44,069 55,592 | Mother’s-Home Life.. 4,343 4,975 | counts based on the large volume tea 
lines in March, 1937, compared with Esquire—Sp. Ed..... “Yt ioe aeemmiantte eee ‘sp hss Pathfinder fapaees <2 pie sy company business, totaling one and 
4,183 i arc 936, for a gain of] Fortune ....... 89,033 76,314 CURIE «+2 oes 4d oe | povercign PESSORe ess “Seees °°") a quarter million dollars annually, 
ae - March, 1 > hy FOr 8 omen ‘ hae Group 5.597 5.349 Parents’ Magazine 19,737 18,432 — ——_— . 1 1a! r — ; edie h 
5,720 lines, or 10.68 per cent. atone @ Garden.. 45.660 29.434 |Photoplay ..... ‘ 11,528 10,869 Total Group ....... 41,695 44,901 | While the government contended the 
Lineage of general magazines ad- . Hid B autifi . wheats : aise Pictorial Review 30,790 22.864 arrangement was an evasion of brok- 
as ae fouse Beautiful Comb. — ao Sienaee 15 678 14.529 February Advertising Lineage rte iiihiiheee ol chides 
vanced 21.3 per cent, the current with Home & Field. 39,341 28,873 he puecee ae ane Heyer Weeklics and Semi-Menthiles erage prohibitions 0 the obinson- 
figure being 753,729 against 620,944|Instructor .... 18,348 17,136 | vol ves 120412 113,072 |e Wie ih j Weekly 78.911 64.748 Patman act. Total discounts paid the 
is of y ’ . cowie en re 898 4,388 VERS +9 28s . shad hada a ial The American eekly 73,8 4,74 - Sertins 
arch, lf n’s magaz ae man’s 1e : , ac any “r new arrangeme 
in March, 1936. Women’s magazines Modern Mechanix..... 14,139 13,193 | “oman’s Home ore -. ao, | Business Week ...... 50,001 41,114 tea company unde r new art ingement 
enjoyed a gain of 2.44 per cent,| National Geographic 10,469 10,280 Companion ... 58,055 51,633 | Gollier's .. 85,163 99,988 | were $7,700. Hearings on Patman act 
March, 1937 lineage being 599,765,| Nation’s Business.... 25.499 19,337 | Woman's World 11,186 10,806 | Porbes ... 13,670 12,683] violation charges against Standard 
y aa + ror 9 , aan Ope 0% for Boys. 3,377 3,923 2 ee 1 Faery seesee 20,833 $3,897 e : Alpe tod ian <el 
compared with 575,710 for March, Sed ig jd see 11/209 Total Group .......610,853 575,710|rigg .|............ ' oe Brands, Ine., are to open in New 
2 euetee Sel mrwees es dechedp eed srt pe, Sean ees 00 79 raric a — 
1936. Popular Mechanics... 24,292 20,012 Women’s Groups Literary Digest rane a ans York, Monday, March §8. 
: Popular Science Fawcett Women’s Group: News Week stone aeeeee 00,00 ———_ - 
Groups Show Gain ¥ F - es spicata " oe ee ee 76315 29909 
Monthly . 16,201 16,514 Hollywood Magazine 18,419 15,950|New Yorker .... 76,315 82,202 ° e 
r ‘es : had a gai g| Redbook ...... vista an Sate 15,942 Motion Picture Comb New York Woman.. 11,267 setae Flanter Aids Radio 
Women's groups - Fis Borge ” Scientific American... 5,330 2,757 with Movie Classic 18,427 32,877 | Saturday Eve. Post l 57,970 158,(02 Adrian James Flanter, operator of 
12.6 per cent over the 279,368 lines] sports Illustrated & Romantic Movie.... 20,003 13,163) This Week 23,693 22,588 a sales promotion service for radio 
> : . > 9 990 a4 > « : . 2% . 4 2 wd ‘ Tj > 55? 2S ° ° . . 
carried in March, 1936, the current| American Golfer.... 2,332 2,365) Romantic Stories... 16,208 creas eae Sante) --+-++- 104,552 102,271) stations, has mailed the first issue of 
: - Sportsm: 23,17 5,547 Scree 300k 27 5,7! — ——|\, ; we 
figure being 314,588. Outdoor maga-| Sportsman. eh ies 21,763 s a j Play “Maga = onion Total Group _.677,658 656,729 | his newly founded house organ, Pro- 
zines had a March gain of 6.54 per 4 tee oa " a5'110 17516 gat vy pai oa 3, pee motion, issued in the interest of ra- 
a rl . . stage ee ee - oD, yA ,o160 a oe ae . ,400 0,00¢ = - : ny eee 
cent, with current lineage of 103,81 4, Town & Country. 46,243 $0,441 True Confessions... 16,313 13.362 *Figures provided by publisher. dio stations and their advertise rs. 


There is no business too small or too large or too remotely located, 
or too close to other sources of supply, to profit by the unparalleled 
service of MANZ. ¥ MANZ service is unique in its completeness of 
facilities and sincerity of interest in “customer-angle.” Here is a 
printing organization—the largest of its kind in the world—where 
each member is keenly in accord with the proposition that every 
printed job is commissioned by its buyer to produce a profitable 
sales return. Hence the prime basic effort is to deliver dollar value, 
not only in the quoted first cost, but in ultimate returns. This neces- 
sitates a diversified organization of men and equipment. First, men 
who can find and analyze markets and make recommendations 


based upon the dictates of the market findings—then men who can 


interpret these findings into sales producing, direct advertising— 
and then craftsmen who understand the meaning of quality in pres- 
entation. ¥ Every mechanical operation required for any printing 
job is conducted under the single roof of MANz where responsibility 


is undivided and a single standard of quality is the rule. + No 


matter where you may be located there is a MANZ man in your ter- 


ritory ready to call to tell you 


MANZ unusual story of Dollar 
Ny Value in printing—all or any of 
@ @ MANZ services are available. 


There is no such place as NO- 
MANZ land and—any size job is a MANZ size job. * A series of 
mailings expressing various current interpretations of printed 
“sales-appeal” is now in preparation. It contains much of technical 
interest and inspirational value to all sales and advertising execu- 


tives. A request on your letterhead will bring the series to your desk. 


MANZ CORPORATION .. CHICAGO ..NEW YORK 
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di New Adverti 1936 
eaaing ewspaper ertusers, 
(Continued from Page 28) 
é ’ \ f 193¢ 1936 Advertiser 1935 1935 Advertiser 
} ota t f Produ No. of Total Product No. of Total 
¢ ne C (‘it ! ge M ufacturer I luct eage Cities Lineage Lineage Cities Lineage 
14%3t 1935 
45 : Norge Corps t 1,667 7 1,161,257 
) Ot 1 | Refrigerat f 8 875,49 7 
3 Mis Product 2 4 t 42. 868 b 
’ 17.658 | Ele Product 17,364 $ 182,556 9 
Kock Ri 4 Range 44,790 20,48 1 
H J. He or % +819 Washer 18,028 1] 097 15 
Ip 09.¢ H Heating Equiy 4,072 5 
Heinz I ur 679 co) Burner 1,759 8 
t Ket 4 t 7% 1.098 t 1 He ker Produ Co} ration 1 ( 71 t 8 
Baked Bear ‘ 69 5 69 Silver Dust 045.9 §11,013 b 
, Cucumber Pickle 67,39 69 : | Shinola 191,14 vee : 
paghett 7.646 ¢ 44.076 67 H-O Oats 132.465 ; 121.884 Q 
Macare 68,039 65 sas S Ceresota Flour 71,390 128,22 “1 
rome Rat . ° $1 13,240 65 Presto Flour 3,431 369 
as tL gary wees bbe saad es Hecker’s Flour 61,320 10 66,731 ! 
; beer oo ripirt a A Hecker’s Cream Farina 9,212 8 $5,410 7 
Peanut Butter 4 7 10 o4 Park & Tilford Import Corporation 1,660,160 l 8,05 
Vinegar and «© 1 1 1 0 Vat 69 845,437 95 1,728 45 
Jellies 1¢ 5 : Tintex 19.820 67 $92,054 62 
Mince Meat 474 6 4.772 8 P. & T. Kentucky Bred 141,149 2 “. 
Rice Flakes 6.519 ae | Booth’s Gins 121.565 9 129,087 25 
Cereals 1,70 44 Martell’'s Cognac 104,300 32 99,389 -0 
Tn MOON Jie ceveacwasee’ sbeoce . 14 4 P. & T. Private Stock . 81,598 12 
Hudson Motor Car Ce pa ) P. & T. Reserve Whisky 85 6 
Terraplane 1,044.91 gR 712 gq P. & T. Four X Whisky 11,931 t , ee 
Hudson 017 a 056.79 7; Abbott's Bitters 1,507 13 19,421 9 
Hudson-Terraplane ‘ if 7 Re a0 PP. & T. Whisky. ee ee 287,003 27 
Sun Oi Company 62 ‘ 661 48 ® 498,999 Wander Company (Ovaltine) 15 1,613,022 78 > 573,012 
Shell Oil Company....... s 88.424 2,251,469 | Bayuk Cigars. In 48 1,606,909 46 ,228,921 
Shell Pet. Corp. Prod 1,072 , 31 0 851 « Eastman Kodak Co 2 1,516,540 72 1,000,656 
Shell-Eastern Pet. Prod., Inc 878,654 28 1,18¢ 6 Brown-Forman Distilling Co 1,512,004 966,236 
Shell Oj] (« Prod 637.175 12 1.150 10 Botton Up 778.886 53 460,881 54 
Furniture Polis} 1,898 ‘ King of Kentucky 05,848 67 191,423 BS 
Dry Cleaner 69 6 Old Polk 205.956 7 191.519 12 
Fly Spray ° ? : Brown-Forman Prods 12,046 9 18,895 15 
Studebaker Corporatior nt ‘ 1,640,490 Early Times 9.268 f . i. 
Studebaker 8 102 Here's Luck 18 “4 
Pierce-Arrow 9 f Standard Oil Company of N. J 1,470,608 1,297,495 
Wn Wrigley Jr. ¢ 9 , ’ 150 i | Colonial Beacon Prods 42°. 660 25 640,281 24 
General Electric Co 144 i) 981,292 Nujol 514,896 20 ri 2 
metda Lamp ; q 55,8 . Standard Oil of N. J 291,512 116,384 9 
tetrigeratot . : ; ray’ : Daggett & Ramsdell Creams.. 166,614 28 
gg > ‘ vite ) He +4 ee Essoburner <s ometesiens 148,377 16 
ge te fri r ie ns ; ; at te * Daggett & Ramsdell Preps. 61 057 24 ges ; 
Fans 01 11 85,291 ‘ Mlit) ..... », 604 “0 12 re 4 
Vacuu Cleane P15 °4 6.180 Fly Spray 1,090 6 . : 
Hotpoint Range ~ R 16 Esso Handy Oj] ee 8.748 17 s 908 17 
Range ( R¢ 1 1,338 Gilbareco & 74 9 
Washer 9 { 18 41,624 ) Mistol Drops . . 20.498 
Air Conditioner 11.064 } 18.459 12 Firestone Tire & Rubber Company §2 1,449,611 ‘0 1,203,605 
Hotpoint Ref , 7 1 58 q Standard Oil ('o. of Calif 1,426,294 807,094 
(jas Furnace w S16 Pas . Stand. Oil of Calif. Products 1,328,470 ‘ o77 1 
Ironer 205 ‘ 10.005 11 Household Products 97,824 14 154,517 11 
Air Circulator 670 8 7 : Plough, Ine 1,405,150 764,940 
Dish Washer 8.314 5 St. Joseph's Aspirin 368,770 64 175,484 58 
General Cigar Company 18 1) 1 84 ] Penetro Salve 252,057 67 1% 444 60 
White Owl 1,993.58 {8 171 0 | Penetro Nose & Throat Drops 04,375 66 i) 19 62 
Van Dyck 58, 16 u 13,001 6 Pen-O-Rub Liniment 119,761 19 111,675 19 
General Cigar Pro 64 ( | Black & White Bleaching 
Gulf Refining Co if 18 l 1 yi Cream 14.899 0 26.644 14 
(julf Ref Prod 05.008 , B8 Moroline 114.661 a 71.183 17 
Gulfspray Insect Killer 100,240 17 | Black & White Prods 104,690 78 9,897 27 
Fels & Company; VS ;0UE 8,029 Mutti 82,984 7 568 22 
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MRS. ARCHIBALD : 
OF CANDY FAME, «: 


FOLLOWS PARTNER 3 


Chicago, March 1 Funeral rites 
were held here Saturday for Mrs 
Mildred King Hyde, last irvivor of 
the partnership which founded and 
made a sensational the 
Fannie May candy chain in the Mid- 
dle West. Mrs. Hyde was the forme! 


success of 


wife of the late H. Teller Archibald, 
who was her right hand man in de 
signing the pattern of the stores 
which while not nationwide in scope, 


reaped profits large enough to com 


mand the respect of those who deal 
mly with large sums. She passed 
away Thursday. Mr. Archibald died 
last July. 


1920, that the 
candy shop blos 

LaSalle st., Chi 

ago, a site now occupied by an office | 
building. Advertising in daily news: | 
papers told the public that the candy | 
was truly containing no 
preservatives. wert 

uniformed girls, 
from dainty 
modest 
with 
purchases and a 


It was in March, 
rst Fannie May 
omed at 1 N 


home-made, 
Other 

who sold the 
beribboned 


featues 
candy | 
baskets, a 
nts a pound, 
a slight discount for two-pound 
“fresh daily” policy 


price ot 70 ee 


Stock Control Victory 


Though Mrs. Hyde was something 
of an advertising enthusiast, the sue- | 
ess of the in the opinion | 

was due less to| 
of her operations than the 
system of stock control 
which she installed to prevent waste. | 
This was based on an intensive study 
of the tastes of the average man and 
woman, so that Mrs. Hyde could pre- | 
dict uncanny accuracy how | 
much ot each kind of candy in stock | 
would be sold by in her | 
any given day. This sys- 
enabled her to out her 
ast that no presevatives would ever 
used in a pound of May 
andy. 

So successful was the 
that it expanded rapidly 
bu stores were operated in 
Indiana, Iowa and 
majority, 40, are 

The 
ceived their 
brother, 


wr andy 


business, 
ot close observers, 
this phase 


ngenwus 


with 


each store 
hain on 


carry 
Fannie 
new venture 


Illinois, 
Wisconsin. The 
located in Chicago 
May candy shops re- 
name from Archibald’s 
started a small chain 
Washington and 


Fannie 
who 


stores 1n 
Baltimore. 


WCFL MANAGER DIES 
Chicago, March 1 
Nockels, who was chiefly responsible 
for establishment of Station WCFL, 


weft whale 


A NEW RESIDENCE — 
IN WASHINGTON 


= NEW in every- 
:. thing but name 
- —and fame! New 


from lobby to 
roof-top. Filled with mod- 
ern comfort and luxury. 
The meeting place of smart 
official Washington. Di- 
verting new restaurants. 
Gracious service. Make it 
your Washington address. 
Single rooms from $3.50. 


until some | 


Edward N 


Chicago, as an organ of union labor A specialist in agricultural adve r- 
died here Saturday of a heart attack. | "Sng, Mr. Charles was at one time 
e was 67 years old. associated with McCormick Harves- 
identified with union labor for| ter Co., Chicago, and later with 
man vears. Mr. Nockels’ insisted | White’s Class Industrial Advertising 
that. labor needed and deserved a | Agency. In 1924 he was elected 
the air, and he presented President of the Advertising Club of 

views to Washington to such New York. The Charles agency was 


effect that WCFL was estab-|@ Charter member of the American 
in 1926 After that time. how Association of Advertising Agencies, 
crusaded insistently for more | Whose agricultural committee Mt: 


Charles headed for a number of 


H. H. CHARLES, N.Y. 


AGENCY HEAD, DEAD PUBLISHER DIES IN 


AUTOMOBILE WRECK 


New York, March Harry H 
Charles president of the Charles Ad- Kansas Citv, March 1 John Ire 
vertising Service, New York, which |iand Wood, publisher of J/lustrate 


he establi 


ot pre 


shed in 1910, died yesterday Vechan ys, Was one ot tour pe 
fatally injured in an auto 


rsons 


age of 72 who were 


umonia at the 


THE MAN— 947,008 of 


them, who have money to spend because — 


a Legionnaire. 


92.9% are actively earning, and a third own 
their own business. 


85.5% are married, and even more carry 
life insurance. 


72.8% drive their own cars; more than half 
own their own homes. 


THE FAMILY -— 3,000,000 folks — an ac- 
tive consumers’ market for an enormous 
range of advertised products from auto- 
mobiles to breakfast foods. A market for 
quantities of new things— quantities 
replacements. 


of 


YOU CAN REACH THIS 
1} GREAT MARKET ECO- 
NOMICALLY, TOO 


1 Page Black and White 
$1600 


| Page 4 Colors (2nd or 3rd cover) 


$2300 


~— 


L, 


1 Page plus l added color 


$1900 


CHICAGO: 307 N. MICHIGAN AVE. 


This is the story of a man—his family—and their magazine. A golden 


triangle of opportunity for the astute advertiser. 


Contact this buying market at the point of action 


NEW YORK: 521 FIFTH AVE. 


mobile crash near Excelsior Springs,| way Age. He joined Simmons-Board- 


Mo., Saturday night. Mr. Wood and|man shortly after graduating from 
two others were passengers in a car} Dartmouth, left it to become railway 
driven by Fred M. Williams, former | editor of the Chicago Tribune, and 
'niversity of Missouri athlete, and | later returned to Railway Age. 

cretary of the Lowe & Campbell He was the son of Frank W. Lane, 
Athletic Goods Co. of Kansas City.| who until his death five years ago, 
The wreck occurred when Williams) was a veteran in the Simmons-Board- 
attempted to pass one truck only to! man organization. 


hit another head-on 


J. A. OAKLEY DEAD 
SIMMONS-BOARDMAN 


New York, March 2 John Allyn 

LOSE HAROLD LANE Oakley for 20 vears associated with 

Washington, March Harold F.|F. W. Dodge Corp., New Yor! is 
Lane Washington correspondent | Business Manager of The Archite 

for Simmons-Boardman Publishing tral Record, and widely Known in 

Company since 1918, died here Feb.| the publishing field, died last week 

28 He was a staff editor at Chicago at Pinehurst, N. C., after an illness 

from 1911 to 1918, working on Rail- | of several months 


THE 


guess. 


MAGAZINE— you don’t have to 
The American Legion Monthly is 
the ove magazine edited to the known in- 
terests of nearly a million men and their 
families — substantial citizens, leaders in 
their communities — wth money in their 
pockets — now in a better position than ever 
before to buy advertised products. 


at I ROR 


Good things come in threes. And here’s 
a man’s market—a family market—a mar- 
ket able to buy. Reach all three through 
the 071€ SUrE point of contact, The American 
Legion Monthly. 


The American 


HGION 


Monthly 


DETROIT: GENERAL MOTORS BLDG. 
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Gillette Safe Razor Company 
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Standard Oil Company of Ohio 
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Westinghouse Elk & Mfg, Com- 
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Radio 
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Air Conditioning 
Mazda Lamp 
Axton-Fisher Tobacco Company 
Spud 
Twe I ty 
Wasey 
Musterols 


vards Olive Tablets, D1 


Bost Tooth Paste 
Packard Motor Car 


Packard 


Packard (Used) 


Potter Drug & Chemical Com- 
DERG ssvcnees ror ete Cry 
Cuticura Products 
Cuticura Talcum 
Cuticura Ointment 
Cuticura Soap 

Pennsylvania Railroad 

In 
Mayonnaise 
is Mayonnaise 
dl Sandwich Spread 


(Coffee) 


Topeka & Santa Fe 


Stear hi} Lin 
Railroa Line 
Atlant Refining Compat 
At int het rod 
Atlant Safety Klee 
United States Rubber Company.. 
Tire 
Gavtec 
K ed 
orida Citr Ix nge 


Grapefruit, 
Oranges 


rangerine 
i I i Fru 
Schiff n« ©o pa 
I A ers Hi n ( ea 
Ile ‘ V ‘ 
i eke ! rt 
| Ltd 
‘ G 
} et 
‘ ( 
ida Te omy) 
} ti ¢ ( poration 
Refrige 
Leor lief € 
a lit 
Burne 
heuse | ] 
\ Dru ( pa 
1 Me } ri ( 
Omega ) 
é I) tal Mf cx 
er ‘ I t & Standar 
Mfz ( mpany 
aor Paige Motor Corporatior 
‘ I t Company 


id Americar W hiskies 


4t < 
42.49% 
17,258 


89,59 
167,176 
108,350 

26,134 


> 2790 
0 
+990 
RG 
}s 4 
eh ‘ 
749,797 
83 9 
4 it 
1,71 
"4.030 
15,887 
& 067 
477.08 
a7 . 
| ROR 
238,188 
177,639 
S8§. 810 
87,692 
l 91 
940 
957 
864 


302,640 


6 \ 

&4 ( ( 
f 

14.278 

04 

i 12¢ 

ou 

i 4 

431 

81,784 


2 
‘ 


100 


42 


12 00 
101,343 
089,572 
081,978 


054 


932 


052,949 
042,291 
011,589 
Q81.945 
967,859 
G6 &4 
6 
956,604 
50,984 
145,489 
01 
905,858 
.9] 
¢ 
042 
ar 
14° 
1Se 
8° O86 
S 699 
SOr ( 
4 
8.401 
{ 
t 
T80.98 
‘ & 


400 


1,307 


ewspaper Advertisers, 1936 


(Continued from Page 30) 


14,600 
s09 
19 
14,044 
R46 
418 
676.49 
6,421 
t i 
1A( " 
\¢ Rf 
ave ( 
4 1 
1.464 1 
. Qf 
17 
S44 
5 19 
41,634 
18 
aif 
I ( 
g 
\ 024 
1 O8 
1 30 
19,56 
15.864 


46 


a8 


19 


! é 
| i 
t ige M i t I i 
, 
I D) ‘ ‘ 
101.666 Ame D Pr 
Carioca Kur 
Amer! in G 
\ in G i € 
( ( ri 
44 
le wood 
| Fror 
Briar t 
ar tinental Can ) par 
International Harvester Company 
| Trucks 
| 
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McCormick-Deering Farm Im- 
| plements 
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1,088,206 | Borden Company 
1,656,201 Condensed Milk 
983,494 | Cheeses 
| , 
| jorden's Milk 
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Borden's 
Borden's 
Mel-O-Rol 
Borden's Ice 
None Such Mince Meat 
Milk 
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Radio Corp, of America 
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\ 
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Dairy Prods 
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Cream 


Evaporated 


Chocolate 


1,673,617 
Tubes 


Victor Products 
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Swift & Company.. 


Petroleum Company 
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| Red C 
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TAMPAX DRIVE 
NETS 30,000 
COUPONS, CASH 


New York, March 4.—A new spring 
campaign will be launched next 
month by Tampax, Inc., New York, 
as a followup to the drive conducted 
during the past year, when the prod- 
uct was advanced from the status of 
an “unknown” to one handled by 80 
per cent of drug and department 
stores throughout the country. J. M. 
Mathes, Inc., New York, is the 
agency. 

The spring schedule calls for inser- 
tions in The American Weekly, Cos- 
mopolitan, Good Housekeeping, Vogue 
and Woman’s Home Companion. In 
addition, medical journals and drug 
and department store trade papers 
will also be used. 

During the past year Tampax ad- 
vertising in newspapers and women’s 
magazines has stressed an educa- 
tional theme, “a simple and medi- 
cally documented exposition of what 
the new product means to women’s 
comfort, convenience and security.” 


Technical Copy Used 


More technical copy emphasizing 
the scientific soundness of Tampax, 
has been carried in medical journals. 
In this phase of its campaign, the 
advertiser has used the Journal of 
the American Medical Association, 
Medical Economics, American Jour- 
nal of Obstetrics and Gynecology and 
the Journal of Urology. 

Product education and sales helps 
for dealers are the themes featured 
in trade paper advertising. Several 
sales promotion aids have been made 
available, including an _ attractive 
product dispenser. The national con- 
sumer advertising campaign was also 
featured in The American Druggist, 
Drug Store Retailing and Drug 
Topics. 

According to the manufacturer, one 
of the most gratifying portions of 
the past year’s advertising efforts 
has been the record of returns from 
coupons in consumer media. To date 
more than 30,000 coupons have been 
returned, most of them accompanied 
by 35 cents. Nearly 12,000 coupons 
were received from advertise- 
ments in medical publications. 


also 


Department of Commerce 


Announces New Books 


The Trade Association Section of 
the United States Department of 
Commerce has published a new book, 
“The Lumber Industry, Including a 
List of Selected Trade Associations.” 

The section’s new directory of the 
nation’s 2,500 national-interstate 


trade associations will be off the 
press in the near future. 
Makes Fibre Dish 
Keyes Fibre Co., Waterville, Me., 


has placed on the market a new type 
f dish, Bako-Ware. It is made of 
libre, adapted to cooking and baking, 


nd non-breakable. Batten, Barton, 
Durstine & Osborne, Ine., Boston, 
handles the account. Present plans 


involve window and counter displays. 


Cowles Heads Heath 
Dudley R. Cowles, manager of the 
\tlanta office of D. C. Heath & Co., 
ston publishing house, has suc- 


eded Winfield Scott Smyth as presi- 
nt. Mr. Smyth has retired. 


Sponsor’s Home 


Is Locale for 


New Radio Show 


Chicago, March 2.—When the radio 
program, “The House that Jacks 
Built” made its debut Friday night, 
it had the distinction of being the 
first to be aired from a sponsor’s 
home. 

Thomas Atterbury 
president of Duff-Norton Company, 
Pittsburgh, manufacturer of giant 
lifting jacks, told a press gathering 
about his company’s new program 
which is broadcast from his es- 
tate at Sewickley Heights, Pitts- 
burgh suburb over WEAF, New 
York; KDKA, Pittsburgh, and 
WMAQ, Chicago. 


Has $75,000 Organ 


A feature of the music room in 
Mr. McGinley’s residence is a $75,- 
000 organ. The program presents 
Lois Miller, organist, and a different 
guest artist each week. Guest tal- 
ent ranges from Alexander Gray to 
Jane Pickens. 

Mary Pickford was on the air 
from her home, Pickfair, but as the 
star, not the sponsor. Charles M. 
Schwab also aired programs from 
his home, but on a sustaining basis. 

Mr. McGinley said that his pro- 
gram will not only attempt to sell 
Duff-Norton jacks, but also to build 
prestige for his customers, including 


McGinley, 


YOUTH MESSAGE 


MANZITS AHONEY! 


Sh ( 
~~ y | 
r / 
" 


eA 


The “young man" is the objective of a 
new campaign for La Fendrich Panatela 
cigars launched by H. Fendrich Co. in a 
group of college newspapers through R. 
Malcolm & Associates and National Ad- 
vertising Service, Inc., Chicago. 


LITTLE ~ < 
FenpRICH “ & 


railroads, and street 
railways. 
The Duff-Norton program is 


broadcast from 7:45 to 8 each Fri- 


contractors, 


day night for 13 weeks. Walker & 
Downing, Inc., Pittsburgh, is the 
agency. 


Campbell to Handy 


E. Hamilton Campbell, for many 
years advertising and sales promo- 
tion manager of Rex Cole, Inc., New 
York distributor of General Electric 
refrigerators, has joined the Jam 
Handy Picture Service, Inc., Detroit, 
in an executive sales capacity. 


Consumer Must 
Share in Truth 
Battle: Kenner 


New York, March 2.—Despite pres- 
sure of recent times for low prices, 
misrepresentation of fabric merchan- 
dise by American merchants and 
manufacturers is definitely on the de 
cline, H. J. Kenner, president and 
general manager of the Better Busi- 
ness Bureau of New York City, told 
members of the Fashion Group, Inc., 
in an address recently. 

Tracing the improving standards 
of retail advertising over a period of 
years, Mr. Kenner declared that a 
large proportion of the 13,141 in- 
quiries and complaints received by 
the local B. B. B. during 1937 were 
from stores seeking correct informa- 
tion before advertising merchandise. 

Part of the responsibility for truth 
in advertising rests with the con- 
sumer, said Mr. Kenner. If the con- 
sumer wants quality, she should be 
prepared to pay for it. She should 
assist the retailer to move his price 
levels upward rather than to sacri- 
fice quality in order to maintain low 
prices, 


“Courier” Sold 


Courier, Houma, La., has been sold 
by T. B. Easton to Otto H. Lachen- 
meyer, Cushing, Okla., and J. B. Gor- 
don, publisher of Sun, Texas City, 
Tex. 


New ‘‘Road Map”? 
Charts Course 
for Salesmen 


New York, March 2.—Taking part 
the thing called salesmanship, and 
putting it back together again, minus 
the mystery, is the job accomplished 
by Fred De Armond in the new 64- 
page booklet, “Ten Trails to Sales,” 
published by Route Sales Publica- 
tions, New York. 

The author gives the salesmen 
pointers on study of prospects, plan- 
ning of the sales talk, selection of 
prospects, and asking for the order. 
He enlivens his material by use of 
anecdotes derived from the day-to- 
day work of successful salesmen. 

The chapter, “Talk in terms of 
buyer benefits,” holds special inter- 
est for advertising men. Mr. De 
Armond emphasizes that “the only 
legitimate reasons to be advanced 
are those concerned with the buyer’s 
interests, the use he can make of the 
product,” and adds that “intrinsic 
merit or quality of the goods or serv- 
ices is only an incidental reason.” 


Moore on Air 


Featuring Betty Moore in a series 
of talks on interior decorating, Benja- 
min Moore & Co., Ltd., went on the 
air Feb. 17 over 25 stations, coast to 
coast, on behalf of Muresco, a paint 
product. The program will be heard 
at 11 a. m, each Wednesday. 


papers. 


Extracts from a talk made by Dr. Lewis 
Haney, economist of the Hearst News. 


—HERE’S YOUR 
“NEW FRONTIER” 
DR. HANEY -- - 


The South is an area where the small economic unit has proven itself 
in the quick recovery which made this area the leader in the march 
away from Depression. 


The South is an area where, for example, the hardware merchant 
averages a third more volume per unit than his contemporaries else- 
where—according to the Department of Commerce. 


The South is an area in which the Southern business paper is read, 
studied and followed, because it is edited with a full knowledge of 
those Southern conditions—geographical, racial, traditional—which 
influence industrial operations and merchandising methods. 


—-AND HERE’S HOW 


TO 


COTTON 


Covers the 
textile industry 
in direct 
proportion to 
activity— 

41 75% South, 

4 25% North. 


7 cc. 2 «. 
Tearad beoverties 


“WORK” IT--- 


SOUTHERN , fs) 
SOUTHERN AUTOMOTIVE SOUTHERN ELECTRICAL SOUTHIE RN SOUTHERN 

POWER “= JOURNAL AUTOMOTIVE SOUTH ROE HARDWARE 

JOURNAL JOURNAL Siete — 

The one Goes to all 
reaching Serving the publication worth-while 
Southern : read in the 

entire trade— jobbers and 
plant-owners, South by —— 
superintend- distributors, dealers, jobbers, dealers in 
ents, chief jobbers, dealers, contractors hardware and 
engineers garages, service a pee poe =" 
) and master a — equipment. 
i : stations. 
mechanics. 


W. R. C. SMITH PUBLICATIONS 


GRANT BUILDING 


ATLANTA, 


GA. 


Represented in Principal Cities 
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Earnings of 
Advertisers 


The report of Julius Kayser & 
Co., and affiliated companies, exclud- 
ing Julius Kayser (Australia) Pty.. 
Ltd., for the six months ended Dec. 
31, 1936, shows net income of $477,- 
353, against $421,509 in the like 1935 
period. 

vvy 

Ward Baking Corporation and sub- 
sidiaries, for the year ended Dec. 26, 
1936, show net profit of $1,838,936, 
against $1,015,826 in the preceding 
year. 

7, + 

The preliminary report of McGraw- 
Hill Publishing Company, Inc., and 
subsidiaries for 19386 reveals net 
profit of $954,660, against $609,691 in 
1935. 

vv¥seee? 

Atlantic Refining Company and 
subsidiaries, in a preliminary report 
for 1936, show net profit of $7,347,900, 
the highest level since 1929, and 86 
per cent greater than 1935, when net 
profit amounted to $3,970,600. 

vvy 

Net income of the Chicago Burling- 
ton & Quincy Railroad for 1936 was 
$4,842,844, contrasting sharply with 
net income of $1,842,844 in 1935. 

vvy 

Net earnings of R. J. Reynolds 
Tobacco Company for 19386 amounted 
to $29,253,135, compared with $23,- 
896,397 for 1935. The company points 
out that tax-paid withdrawals of 
standard-sized cigarettes, reported by 
the U. S. Government Bureau of In- 
ternal Revenue, amounted to 134,- 
607,739,000 in 1935, against 125,719,- 
858,000 in 1934 and 16,499,799,000 in 
1914. 1936 consumption is estimated 
at 150,000,000,000. 

vv+$eeg? 

The largest profits since 1929, and 
an increase of profits of 50 per cent 
over 1935, were shown by Parker Pen 
Company in 1936. The 1936 report is 
expected to show net profit of about 
$700,000, against $447,951 in 1935. 

vvy 

Net profit of $991,601 is reported 
by Chicago Mail Order Company for 
the year closed Jan. 2, 1937, com- 
pared with $806,298 in 1935, a gain of 
22.9 per cent. Sales for 1936 totaled 
$27,101,895, an increase of 12.6 per 
cent over sales for 1935, and were 
the largest in the company’s history. 

7, Vv 

The report of Hiram Walker- 
Goodherham & Worts, Ltd., and sub- 
sidiaries for the quarter ended Nov. 


30, 1936, shows net profit of $1,887, 
971, against $1,204,084 for the like| 
1935 quarter. 
¥ ¢ F 

Auburn Automobile Company and | 
ubsidiaries, for the year ended Nov. | 


}0, 1936, report net loss of $1,522,844, | 


igainst $2,697,852 in the previous fis- 
al year. Net sales were $11,288,264 
mpared with $9,196,248 in the year 
nded Nov. 30, 1935. | 

, Ff 


lnion Pacific Railroad System re- | 


rts 1936 net operating income of | 
5,070,626, compared with $19,295.- 
4in 1935. 
7, © F | 
report of Mohawk Carpet | 
lls. Ine., for 1936 shows net income 
$1,261,505, compared with net 
t of $633,189 in 1935. 
* FF FF 


‘ash motor car division, formerly 

Motors Company, of Nash-Kel- 
itor Corporation reports for the 
il year ended Nov. 30, 1936, with- 
onsideration of the merger with 
inator Corporation, consolidated 
profit of $1,020,707, against net 
of $610,227 in the previous fiscal 


elvinator Corporation last month 
rted net profit for the year ended 
30, 1936, of $1,552,163. This did 
nclude $136,923 of undistributed 
profit of subsidiaries. 
v v v 
of Kroger Grocery & 
and subsidiaries for the 
1 Dec. 29, 1935, to Jan. 2, 1937, 
net profit of $3,487,832, 
ust $4,110,926, in the year ended 
“8, 1935. Net sales amounted 
$242.273,498, compared with $229,- 
7.884 in the previous year. 
the end of 1936, Kroger had 
Stores against 4,250 a year 


report 


ig Co. 


Ws 
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Masculine Copy TWO NEW MANAGERS 


for Women Held 
Painfully Poor 


Pittsburgh, March 2.—Copy writ- 
ten by men for women is painfully 
obvious, according to Mrs. Mabel 
Crews Ringland, Canadian writer 
who addressed a joint meeting of 
the Pittsburgh Advertising Club and 
Women’s Advertising Club. Mrs. 
Ringland is vice-president of the 
Women’s Advertising Club of To- 
ronto. 

“A current stove 
shows a woman 


advertisement 
bending over to 
reach the oven so low that it was 
palpably the handiwork of a man. 
Another in the same series carries 
the caption, ‘Sure, bring them home 
to dinner.’ No woman would have 
written this, as none relishes a del- 


uge of unexpected guests.” 
Pretty Girl Overdone 
Mrs. Ringland averred that the 


pretty girl picture is sadly overdone, 


not because women dislike to look 
at the winsome creatures, but be- 
cause a large number of feminine 


buyers are out of the bride class and 
wonder why they don’t receive some 
attention. 

“If the artist picture a 
stout, comfortable looking person of 
40 years or so, he would at least 
have the virtue of being different 


were to 


Il 


_—§_§$____. 


M. F. O'Shea (left) has been named 
advertising and sales promotion mana- 
ger of The Cudahy Packing Co. meat 
division. A new post likewise has been 
given to Austin Edwards as Indianapolis 
district manager of The American Roll- 


born “rings the bell’ with feminine 


consumers. 


Added to ANA Roster 


Three more companies have been 
elected to membership in the Asso 
ciation of National Advertisers 

They are: A. M. Byers Co., Pitts- 
burgh, to be represented by G. B. 
|Cushing; Minneapolis-Honeywell Reg- 
|ulator Co., Minneapolis, to be repre 
|sented by George B. Benton; and 
| Owens-Illinois Glass Co., Toledo, O. 


|to be represented by T. K. Almroth. 


i the 


| Son, Inc., 


i Grey 


}to which busy 


ing Mill Co. 
and might get some unexpected 
business,”” said the speaker. 
On the positive side, Mrs. Ring- 
land said that advertising of H. J. 
Heinz Company and Chase & San-! 


| the 
| bringing 


Hollander Maps | re cla es 


First Aid for 
Fur Copywriters 


New York, March 2.—With a host 
of manufacturers in various fields 
considering ways and means of pro- 
viding retail sales people with infor- 
mation that will enable them to sell 
manufacturers’ respective 
ucts more effectively, A. Hollander & 
Newark, N. J., fur dressers 


and dyers, are taking a new tack 


| with the release of a comprehensive 


brochure titled “First Aid for Retail 


| Copy Writers.” 


The brochure, 


Advertising 


developed the 


Agency, 


by 
Inc., 
includes in its contents eight 
sections on fur facts and copy slants 
retail copywriters can 
throughout the year. 
The material includes reproduction 


refer 


! tested fur advertisements, suggest 


‘d advertisements and promotional 


}advertising and basic facts about the 


merchandise. 


WGAL Joins Intercity 


WGAL, Lancaster, Pa., has joined 
Intercity Broadcasting System, 
the total number of 
iated stations to nine. 


prod- | 


jerly, R. I. J. EB. 


for | 
ithe Hollander Dealer Service Depart- 
| Ment, 


ideas, copy slants for January sales, | 
customer letters, display card sug- 
gestions, suggestions for fur storage | 


| 
| 


affil- | vertising 


on 
of Mayonnaise 


Makers Formed 


New York, March 2.—Manufactu 
rers of mayonnaise and salad dress- 
ing have formed a new association, 
the Mayonnaise and Salad Dressing 
Manufacturers with 
firms already members, and 45 addi- 
tional in prospect. 

The new group is headed by Otto 
Seidner, Otto Seidner, Inc., West- 
Herbold, J. F. Jelke 
vice-president; 
Schlorer-Smith, of Mrs. 
Schlorer’s, Inc., Philadelphia, treas- 
urer; and Lester S. Dame secretary- 
manager. 

Mr. Dame was formerly NRA dep- 
uty on several food codes. Robert F. 
Wilson has been appointed trade re- 
lations counsel. Headquarters have 


Association, 


9 
Bib) 


& Co., Chicago, 
Mrs. Anna 


is 


been established at 205 East 42nd 
st.. New York. 
The new association represents a 


renewal of association 
the industry, and includes many of 
the smaller firms. It will concern it- 
self with trade practices, and will en- 
deavor to establish standards of 
quality. 


activities by 


Slone Appointed 
Slone has been appointed ad- 
of 


ee 
manager 
Journal, New York. 


Bar & Grill 


pial BINDING COMPANY receives your 
order! 100.. 100,000. . 1,000,000 Spiral-bound 
books! The entire company, from “‘commander- 
in-chief” right down the line, is on its toes 
to execute the order rapidly and dependably. 
Machinery, personnel and methods in each ot 3 
the Spiral branches from coast to coast are | | 
geared to meet almost impossible demands 


in speed, volume and quality of production 


CASH 
AWARDS 


for catalogs, brochures, 
etc., showing most effective use of 
Spiral, entered in Spiral WIRE BIND- 
INGS EXHIBITION, to open in New 
York, October, 1937. Entries must have 
been Spiral-bound during twelve 
months preceding exhibition date. Ask 
your Spiral representative 
for further details. 


148 LAFAYETTE STREET - 


FACTORIES: HOLYOKE, Mass., CHICAGO, PHILADELPHIA, BOSTON, ST. LOUIS, CLEVELAND. LICENSEES: 
ROCHESTER, Wm. F. Zahrndt & Sons, DETROIT, The Burkhardt Company, LOS ANGELES, J. 
REPRESENTATIVES: PITTSBURGH, S. A. Stewart Co., NEWARK, N. J., Brown & McEwan, I 


Manufactured under U. S. 


| 
| 


CHICAGO SPIRAL PLANT | 
SETS OUTPUT RECORD | 


2,500,000 Catalog Order 
Filled In 15 Days 


| 

| CHICAGO, MAR. 1.—The Chicago | 
| Spiral factory is working on three 

| full shifts, establishing new records 
| for rapid and volume production, ac- 
cording to A. Freundlich, manager. 


publications, 


Semi-concealed Spiral 
® Completely con- 
cealed Spiral @ Single 
Spiral @ Double Spiral 
® Metallic Spiral © 
Colored Spiral @ Kam- 


ket Loose-leaf, etc. 


NEW YORE 


Section of the Chicago Spiral Plant 


Among the jobs being produced is 
the Spiegel-May-Stern catalog, an 
order for 2,250,000 books, being 
| Spiral-bound at the record-breaking | 
rate of 150,000 books a day. 

The catalog merchandiser to be 
successful today must be ever alert 
to the changing tastes and tempo of 
his audience, it is asserted. A pace- 
setter in the mail-order field, 
Spiegel’s specified Spiral for the 
third time to insure a more attrac- 
tive, easier to read, attention-com- 
pelling catalog. 

Spiegel’s new catalog is bound to 
repeat its smashing selling job of the 


past two seasons! 


CANAL 6-0865 


| 


| 


— 


Patents 1,516,932, 


1,942,026, 1,985,776. 


Other pats. pending. 


ne. 


BALTIMORE, Oscar T. 
A. Pelezzare, SAN FRANCISCO, T. J. 


Smith Co., 
Cardoza, Ltd 


Patents for Spiral Binding owned by Spiral Binding Co. 
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SINGLE EARNER = 
NOT ENOUGH IN 
AVERAGE FAMILY 


U.S. Makes. First Release 
in Consumers Survey 
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New poster for Armour's Fertilizer is being presented in Southern rural areas. 


SIGNS OF SPRING IN RURAL AREAS 


llin--Old Black Joe 


« 


Armours . 


FERTILIZERS 


" Arm 


Washington, D. C., March 4 ‘The 
Thomson Symon Co., Terre Haute, Ind., prepared the poster. 
number of supplementary earners 1n 
the scheduled families varies with 
the family composition and plays a|sources and a final 2.7 per cent sagen | od D C t A bd / 
vital role in determining the family | Income rom roomers or boarders or + » e * Oo l 
income. |}work in the home Excluding non- | ° ° 
This significant statement from |relief families, the average income Grapefruit in 
the Chicago study of the Bureau of | was $1,798 o 
Labor Statistics, United States D Cans Campaign 
partment of Commerce, released to Number of Earners 
lav, 1S cély to give advertising men 7m 
cay, likel : a : Those with family incomes undei ; ; i 
a new picture of the average Amé Chicago, March 2 To aid in re 
ld $1,000 have an average of 1.1 earn , : urplus ] luction ] hler 
al amily a upset many ole - , .| lieving a surplus production problem 
ican fa nd 1} el Commissioner Isador Lubin, of bins ; , va j 
eco ri theories . a nationwide cCampalen on Canned 
os pores th Bureau, said in discussing the os ' aor : 
- d tud ; ei Oph grapefruit and grapefruit juice will 
al, rban rveye study of source rf come e > 
Rural, Urban Survey a be staged by the Independent Food 
= : 7 — iverage then rises until at the $2,500 : . 
The “Urban Study of Consumer |, nes Distributors Council beginning June 
, er llevel it is 1.56 earners per family; | 
Purchases in Chicago” is part of a ‘ |7, it was announced 
at $3,000 it is 2 earners per family.| ’,, ; ; : ; _ 
nation-wide study of both urban and ; The Council, representing 152,000 
: : Wage earner families with an in-|, ., ete : 
rural consumer purchases begun in : individual retail grocery stores, is 
on ' come as much as $5,000 had an ave) : ; 
February, 1936, as a W.P.A. project Pine , ma | sponsoring the drive to broaden the 
5 ; age Of 2 earners per famlly. | od e 
in co-operation with se veral other o1 si a I he ‘n.'s market for the fruit and to provide 
: pte “It is significant that the Chicago |, ie oe 
ganizations More than 33,000 fam- ; ; for future large crops; to give or- 
; wie families with six or more persons | ‘i E 
ilies were covered in the Chicago : ; |ganized assistance to agriculture in 
.;.|are generally found in either the up Pita : 
survey. Reports from other cities , ; . .|marketing surplus crops; to move 
: ; , |}per income groups or in the relief a ; nee 
will be released in the immediate | ss large quantities of canned fruit at a 
group. ; ‘ 
future. [aa ; ; good marketing period, and to lend 
ws ; ae The highest average income, : ae hd 
The study showed the median in- |... ; ; ae assistance to the Government’s first 
: po $3,019, was enjoyed by the families ; Se casey s 
come in Chicago to be $1,683; the : ' organized effort to stabilize surplus 


of independent professional men and 


principal earners to account for 85.4 


| 


crop emergencies by providing ex- 
panded retail facilities. 

Likewise, the National Association 
of Food Chains expects to launch a 
campaign some time this summer to 
make the public as aware of canned 
grapefruit as they are of the fresh 
grapefruit, John A. Logan, executive 
vice-president, has announced. This 
Association staged a campaign in be- 
halt of the fresh fruit from Jan. 15 
to Feb. 27. 


The second annual National Retail 


| Grocers Week will be observed April 


“aap the next highest, $2,515, by two 
per cent of this income, and supple: | : : 
’ |}classes—salaried professional men 
mentary earners for 9.8 per cent. An ; ¢ . ate 
Ye jand salaried business men. Families 
other 2.7 per cent came from other | . ; 
lof the independent business man 
| P . 
| had an average income of only 
| $1,795, less than the average incomes 
MARKET ANALYSIS |}of clerical employes and their fam- 
What is the nature of your most vital problem? ilies, $1,939. Wage earner families 
Our analysis of a single marketing, distribut- | or . ree. 1 
ing, selling, merchandising or advertising prob- learned an average of $1,556 an¢ 
lem may make your entire selling effort more “other,” $731. 
effective , 
A. C. WEICK CO. Families on relief at some time} 
20 W. Jackson Blvd. Chicago || during the year formed 9.5 per cent 
Wabash 6890-1 of the total reported on. 


Calling All Scholars! 


You students of Efficient Production Methods 
move over on the bench— 


While we study the definition of a new word 
in Advertisingdom— 


TENAPLATE 


That’s the revolutionary new pattern used in 
making P. & A. Direct Pressure Precision 
Mats— 


That take fine lines and half-tones— 


Those mats already famous among the cog- 
noscenti for beautifully faithful reproduction. 


How you will like the unarguable clippings! 
How the pages of your Newspaper File Book 
will be glorified! No more dead, dull, drear 
approximations of what you really want. 


Tenaplate, foundation of Direct Pressure Pre- 
cision Mats—has come to your technical 
rescue. 


Know these results first-hand. 


You will be glad you ‘phoned or wrote us. 


PARTRIDGE & ANDERSON CO. 


712 FEDERAL STREET, CHICAGO, TELEPHONE HARRISON 3732 


LEAD MOULDS + TENAPLATES «+ ELECTROTYPES 
STEREOTYPES * MATRICES 


1 5-10. 


and the National 
of Retail Grocers is planning special 
promotion for the event. 


Association 


'FORM COMMITTEE FOR 


CANNED PEARS DRIVE 


Washington, D. C., March 2 


suc 


cess of the advertising and promo 
tional peaches campaign last year 
staged by the National and State 
food chains, has brought a_ simila 
campaign into the picture in behalf 
of canned pears. 


The announcement was made here 
today following of the 
pear growers of California, the Med- 
ford and Hood River districts of 
Oregon and the Yakima and Wen- 
districts Washington. The 
Pacific Coast Canning Pear Stabili- 
zation Committee been organ- 
ized to deal with the emergency. 


conferences 


atchee ot 


has 


Following a rapid survey of the 
situation it was disclosed that a 


menacing surplus of canned pears is 
still 


stacked up in Western ware- 
houses Last vear at this time the 
peach growers were in a similar 
situation By forming a_ stabiliza 
tion committee, securing an adver- 
tising contribution of 50 cents a ton 
from growers and an equal amount 
from the canners, they have in 
creased their market and are in a 


better position Pear growers are 
hoping to proceed along the same 
lines 

Wilson Expands 

Wilson Distilling Company, New 
York, is supplementing its newspaper 
|advertising by an outdoor campaign 
|}said to be the largest in behalf of 
any similar product in the metropol- 
litan market. White Lowell Co., Ine., 
New York, is the agency 

Names Jay Rogers 

Jay Rogers, public relations coun- | 
|}sel, New York, has been appointed 
by the Ionester Mfg. Co. to assist 
lin the marketing of its dental in 
strument, which diagnoses the vital 
tv of teeth, supplementing X-ra 
Dental publications and direct mail 
will be used 


HEARST RANCH 
FRUIT IN FIRST 
BRAND CAMPAIGN 


San Francisco, March 2 Hearst | 
Ranch canned California fruits, 
grown by William Randolph Hearst | 
on the extensive Hearst ranch in 
the Sierra foot-hills, are being intro- 
duced today in a number of selected 
Kastern markets by an _ intensive 


newspaper campaign. 


Detroit was the first city 
The campaign opened there in the 
Detroit Times in black and white | 
insertions, breaking into color pages 
in the Sunday edition. Copy em- 
phasis is being placed upon canned 
peaches, but a complete line of fruit 
is being marketed under this brand 
name, including apricots, cherries, 
pineapple, pears, fruit salad, ete. 

Most of these fruits, except pine 
apple and some pears are grown and 


pac ked on the original Hearst ranch 


established by the late Senator 
Hearst a half century ago. 
Cannery On Ranch 

This is not the San Simeon ranch 
which is currently the home of Wil- 
liam Randolph Hearst, son of the 
late Senator. The publisher has 
always retained and operated the} 


original ranch, increasing the acre- 
age of fruit from year to year. The 
output has been packed in a mod- 
ern cannery located on the ranch. 
The fruit has been sold through se- 
lected jobbing outlets, most of it 
under the Sunny Cal brand. 

No attempt has ever been made 
to merchandize the product, this be- 
ing one of the many agricultural 
projects which the publisher has 
carried on more as a hobby than a 
business. The present advertising 
plan the start 
establish the brand in a few selected 
markets premium The 
total production of the ranch is not 
large enough to support a plan of 


is of 


at prices. 


national distribution, and there is 
no -present intention to develop a 
market beyond present capacity to 
supply 

The advertising copy stresses the 
quality and flavor of the fruit, and} 
the fact that they are produced on 
the fifty vear old Hearst ranch. This 
copy has unusual advantages as the 
Hearst orchards are famous in Cali- 
fornia for the care bestowed upon 
them, and the quality of their pro- 
duction. The campaign is. being 
handled by Emil Brisacher & Staff, 
San Francisco. 


Joins “Pathfinder” 


G. M. 
director, 
Inc., New 
vertising 


Lewander, resigned as media 
Geyer, Cornell & Newell, 
York, has been named ad- 
director of The Pathfinder, 
New York He was also formerly 
with Brown & Tarcher, Inec., and the 
J. Walter Thompson Company. 


selected. 


a campaign to| 


Wright Lists 
5 Categories 
for Publicity 


New York, March 2.—‘Publicity 
| cannot sell anything. It can only 
|inform and encourage. The rest of 
| the job is up to advertising.” 
| Hamilton M. Wright, head of the 
|Hamilton M. Wright organization, 


which numbers among its publicity 


clients the Egyptian government, the 


Sudan railways, Nassau in the Ba- 
|hamas, the Philippine Islands and 
the City of Miami, made this state- 
|/ment before the Advertising and 


Marketing Forum of the Advertising 
| Club of New York 
Mr. Wright also limited the appli 
j}cation of legitimate publicity seek- 
ing to give principal classifications, 
including personalities, non-profit- 
making institutions, sports events, 
communities and tourist 
activities. 
Legitimate 
licity, he sai 


government 


efforts to obtain pub- 


d, demand the same cre- 


ative ability called for in successful 
advertising. To bear out this con- 
tention he cited the development of 
publicity photos which “made” the 
rotogravure sections of Los Angeles 
newspapers, all to the glory of 


Miami, Fla. 


Song Copyright 
| Broached to Halt 


_ Pattern Pirates 


| New York, March 2.—A new tie-up 


| between popular songs and textile 
| fabric designs was the solution of- 
fered to manufacturers who wish to 


escape piracy of patterns. 

| Through the original copyright of 
| ° . 

| the song, plus the direct adaptation 


}of the theme by translation into a 
design for fabrics, a method of pro 
}tection against imitation is assured, 
|according to the Byron G. Moon 


Company, agency for the originators 


lof the idea, Alta Vera Arnold and 
| Byron G. Moon. 
| It is planned to license textile 


| manutacturers for the use of designs 


themselves to be attractive and in 
spired by musical favorites, with the 
added feature of copyright protection 
from imitation. 


| 
| based upon specific songs, the designs 
| 


U & U to Katz 


Underwood & Underwood, photog 
raphers of Baltimore and Washing 
ton, D. C., have appointed The Joseph 
Katz Co.. Baltimore, Md., adve} 
tising agent. 


as 


Multigraphing © Mimeographing 
Addressing and All Mailing Service 


THE LETTER SHOP, INC. 


440 S. Dearbom St., Chicago 
Telephone Wabash 8655-8656 


SELLING 


NASHVILLE. TENN. 


Owned and operated by The 


Is 


sting 


el cove 


Boiled down, there are only two essentia 
Make your preduct sound so intere 
want t Huw ot 

2. Get this story across to the largest 

WSM Showmanship ex make people 

WSM Powe) in give vou clear chant 

market 


| 
Nat ! 
Ed: rd Petru d& ¢ 


National Life 


SIMPLE! 


number of people wh 


f your product 


io ofl Linericas trustest rrowil 


& Accident 
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SECOND SET OF 
9 CITIES UNDER 
US. MICROSCOPE 


Auto Ownership Exceeds Re- 
frigeration 5-2 


Washington, D. C., March 2.—Own- 
ership of automobiles exceeds that 
of refrigerators by a 5 to 2 ratio in 
the second set of nine cities studied 
by the Bureau of Foreign and Do- 
mestic Commerce in its survey of 
“Consumer Use of Selected Goods 
and Services, by Income Classes.” 

This report in the series 
has just been issued, covering Port- 
land, Oreg.; Casper, Wyo.; Oklahoma 
City, Okla.; Paducah, Ky.; Freder- 
ick, Md.; Des Moines, Ia.; Lansing, 
Mich.; and Erie, Pa. It may be ob- 
tained from the Bureau or any 
branch office for 25 cents. 

While report presents a 


second 


the new 
general summary, it is intended pri- 
marily for manufacturers wishing to 
study relation of income to purchase 
of products in any price class. To 
this end, exhaustive tables are pre- 
sented for each city, showing own- 
ership of the following in each in- 
come classification: type of dwell- 
ing, material of construction, type 
of heating apparatus, fuel for heat- 
ing, fuel for cooking, fuel for light- 


ing, bathtubs or showers, mechan- 
ical refrigeration and automobiles. 
While the new survey does not 


include averages from the initial re- 
port, it explains that it corroborates 
the early findings, adding: 


Analysis of 1933 Incomes 


“The 
proximately 5 
porting families in each cross-sec- 
tion reported no income for 1933, 
and exclusive of this 5 per cent, the 
total number of families receiving 
incomes of less than $1,000 consti- 
tuted between 45 and 47 per cent of 
all reporting families. 


agree in 
per cent of 


averages 


that ap- 
the re- 


“In one nine-city group, 23.4 per 
ent reported incomes between $500 
ind $1,000, and in the other group 
if nine cities, 22.4 per cent were 
within this range. About one-third 
of all reporting families in each 
group had incomes of from $1,000 


to $2,000; approximately 10 per cent 
had between $2,000 and $3,000; and 
slightly more than 4 per cent re- 
ceived from $3,000 to $5,000. In each 
group of nine cities, exactly 1.5 per 
cent of the total sample reported in- 
omes of $5,000 or more.” 
Proportions of all reporting fam- 
using either a warm-air fur- 
steam or vapor plant, or hot 
system were found as _ fol- 
per cent in Portland, 39 
cent in Casper, 8 per cent in 
Oklahoma City, 16 per cent in 
Paducah, 62.5 per cent in Frederick, 
S0 per cent in Des Moines, 88 per 


lies 

nace, 
water 
lows: 70 


per 


STOCK PHOTOS 


Thousands of ready-to-use 
illustrations, on all subjects, 
are available for your inspec- 
tion, Write, wire or phone... 


KAUFMANN & FABRY CO. 


425 S. Wabash Avenue ® Chicago 
Telephone Harrison 3135 


COMMENTATORS HEAR COMMENT 


sill 


Pn, ome % 


Lowell Thomas and H. V. Kaltenborn (seated left to right) and Boake Carter 
heard some pertinent comments on advertising from H. B. LeQuatte, New York 
agency head, at the Advertising Club of New York meeting Feb. 25. 


cent in Lansing, 66 per cent in Erie, 
and 55 per cent in Burlington. 

Stoves are used by almost all fam- 
ilies without central plants. 

Coal was found to be the principal 
house-heating fuel used by more 
than nine-tenths of the reporting 
families of four cities, as follows: 
Des Moines, 94 per cent; Paducah, 
99 per cent; Frederick, 97 per cent; 
Lansing, 97 per cent. While coal is 
also used by about 70 per cent of 
the reporting families in Burlington 
and by more than 80 per cent of 
those in Erie, it was found that 
about 90 per cent of the reporting 
families in Oklahoma City rely on 
natural gas. The same was true of 
over 50 per cent of the reporting 


families in Casper, the remainder 
burning either coal or petroleum 
coke. 

About 75 per cent of the reporting 
families in Portland, on the con- | 
trary, use wood for heating, while 
only 6 per cent burn coal. 

Oil was found to be in use for 


home heat by less than 1 per cent 
of the reporting families in five 
cities, but was in demand in others. 
Use in Burlington was slightly un- 
der 20 per cent; in Portland, about 
10 per cent; in Des Moines, 4 per 
cent and in Lansing, 2 per cent. 


Coal versus Gas 


Gas is used for cooking in more 


than four-fifths of the homes cov- 
ered in Casper, Des Moines, Erie 
and Oklahoma City, while over 


three-fourths of the reporting fam- 
ilies in Lansing and Burlington and 
about one-half of those in Portland 
and Frederick use About 45 
per cent of the reporting families in 
Frederick and 67 per cent of those 
in Paducah use coal for cooking. 

Use of electricity for cooking was 
found to vary widely, its use being 
19 per cent in Portland; 3 to 7 per 
cent in Frederick, Lansing and Burl- 
ington, and less than 1 per cent in 
the remaining 5 cities. 

Use of electricity for lighting, 
however, was found to range from 
90 to 99 per cent of the reporting 
families in eight cities. In the last, 
Paducah, about 75 per cent use elec- 
tricity and the other 25 per cent 
kerosene. Gas for lighting was re- 
ported by less than one-half of 1 
per cent in any city. 


fas. 


Market for Bathtubs 


Bathtubs and showers were found 
to be absent in the homes of about 
25 per cent of all reporting families 
in Burlington, Casper and Des 
Moines; about 13 per cent in Okla- 
homa City, Erie and Lansing, and 5 
per cent in Portland. The propor- 
tion of negro families without bath- 
ing facilities was at least two and 
one-half times as large as of white. 

Ownership of mechanical refriger- 
ators was found to include about 26 
per cent of all reporting families in 
Oklahoma City; 22 per cent in Fred- 
erick; 15 to 20 per cent in Portland, 
Des Moines, Casper and Burlington; 
about 12.5 per cent in Lansing; 9 
per cent in Erie and almost 7 per 
cent in Paducah. In the last named 
cit7, however, 9 per cent of the 
white families reported such equip- 
ment. 

The survey showed a definite rela- 
tionship between income and refrig- 
erator ownership, such devices be- 
ing owned by from two-fifths to 


three-fourths of all families enjoying 
incomes of $3,000 or more. At least 
35 per cent of the families using 
mechanical refrigerators in each 
city had incomes of not than 
$2,000. The survey warns, however, 
against neglect of the low-income 
classes, which were found to be im- 
portant factors. 


less 


DRUGGIST GETS 
FULL MARGIN IN 
KURB FREE DEAL 


Chicago, March 2.—A get acquaint- | 
ed offer which establishes movement | prompted by 
of the goods through jobber-dealer| investment of a quarter, 


channels and provides full profit 
margins for both has been developed 
by International Cellucotton Prod- 
ucts Company in introducing its new 
Kurb tablets for relief of menstrual 
pain, 

Though the anodyne tablets were 
first perfected last summer, adver- 
tising has been intermittent, con- 
sisting chiefly of radio commercials 
on the same program which promot- 
ed Kotex. This advertising. how- 
ever, has aided in gaining virtually 
nation-wide distribution. 


Refund by Mail 


The offer of a refund of the full 
purchase price of 25 cents was first 
made last Monday on the Mary Mar- 
line program over the NBC Red net- 


work. A March 15 deadline, how- 


ever, has been placed on the innova- 
tion, while only one package to any 
one customer will be allowed. 

Under this plan, the feminine user 
buys the Kurb tablets at her dealer 
in the usual way, writes her name 
and address on the box and sends 
it direct to the company, which 
makes the refund by mail. Besides 
facilitating the transaction for the 
retailer, the new method causes 
enough trouble for the purchaser to 


eliminate that segment which is 
curiosity alone. The 
even if 


temporary, is also regarded as evi 
dence of good faith. 

A “self-seller” counter display 
playing a box of Kurb gave 
message to the public: 

“The makers of Kotex will pay 
you 25 cents to try Kurb Anodyne 
tablets ‘for certain days.’” Details 
of the offer followed. 

The plan, believed by the com- 
pany to be the first of its kind, was 
merchandised to the trade with a 
combination deal embracing other 
members of the Kotex family. A sec- 
ond display card, containing free 
package of Kurb by way of acknowl- 
edging the assistance of the retailer, 
also was used. 

L. A. Meyer is advertising man- 
ager of the company, and the ac- 
count is handled by Lord & Thomas. 


dis- 


this 


FOR AMERICAN MANU 


FACTURERS SELLING 


IN 


THE BRITISH MARKET 


A Magazine with 3 times the coverage 
of the Saturday Evening Post 


has 2,700,000 circulation. 


The United States has a population of 
128,000,000*. The ‘‘Saturday Evening Post’’ 
It reaches ap- 
proximately one family in every ten. 


Make sure the ““RADIJO TIMES” is on your list 


The “Radio Times” is the official 
organ of the British Broadcasting 
Corporation which controls every 
radio station throughout Great 
Britain. It is the only publication 
allowed to print British program- 
mes one week in advance! That is 
why the “Radio Times,” which 
made its first appearance only 
thirteen years ago, has now risen 
to the immense circulation § of 
2,800,000 copies every week. 


* 1936 Estimate Bureau of the Census 


t Rate base 


Published weekly at 2d., the 
“Radio Times” is read and re-read 
more thoroughly than any other 
publication. Each issue is studied 
day by day for a whole week when- 
ever any member of the family 
wants to know “what’son the air.”’ 

And what sort of people read the 
“Radio Times”? People who have 
money to spend. Actually, more than 
1,000,000 families with incomes over 
L4 a week take the “Radio Times” 
every Friday. 

Although the “Radio Times’”’ adver- 


‘*Radio Times’’ 
It reaches approximately one family in 
every four. 


England has a population of 46,000,000. The 


has 2,800,000 circulation. 


tising income hasincreased enormously 
during the last five years, as a matter 
of policy the total volume of adver- 
tising published has not been allowed 
to increase. This means that the 
“Radio Times” policy is to protect 
you, the advertiser, from crowded 
positions, from too much direct com- 
petition and the evils of unethical 
advertising. 

If you are selling in the British 
market, then you should be advertising 
in the “Radio Times.” Write for full 
information to: The Advertisement 
Director, British Broadcasting Cor- 
poration Publications, Portland Place, 
W. 1, London, England. 


RADIO TIMES 


GUARANTEED AVERAGE NET WEEKLY SALES, 2,800,000 


Members of the Audit Bureau of Circulation 
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X-RAY INSURES 
MAINTENANCE OF 
ORANGE QUALITY 


California Growers Place Big 
Emergency Order 


Los Angeles, larch 2.--Employ 
ment of the X-ray to preserve high 
quality standards for citrus fruits 
and thus maintain prices will be a 
salient feature of the strategy of the 
California Fruit Growers’ Associa 
tion followins the recent severe 
frost in this section 

While it will be some time before 
damage to the citrus crop can be 
accurately estimated, Paul Arm 
strong, general manager of the Ex 
change, now believes that 75 pe 
cent of the normal output will be 


marketed this year and that the] 
|stitute for the conventional heads 


| While the trend has been in the 


shortage and preservation of quality 
by use of the X-ray will largely com 
pensate for the smaller quality by 
insuring higher prices 


Solving the Problem 


The heavy frost in this section | 


made the problem of eliminating 
damaged fruit from the pack an 
acute one Tests revealed that the 
X-ray, which has found its way into 
sO many industries, readily indicated 
Whether any citrus fruit placed be 
fore its all-seeing eye had been dam 
iged or met the quality standards 
established by the association as an 
integral part of its marketing pro 
gram An emergency order for 100 
of the machines, selling at $4,000 
each, has been placed with General 
Electric X-Ray Corporation 

This machine was discovered 
more or less by accident, according 
to the fruit growers. Two of their 
members witnessed the use of the 
X-ray in a shoe store, where it was 
used for fitting purposes, and won- 
dered whether or not it could be 
adapted to their own needs. Experi 
ments proved that the machine de 


tected damage from freezing as well | 


as from the depredations of in 
sects. So successful has the X-ray 
proved in its new sphere that othe 
growers, among them walnut and 
raisin producers, are contemplating 
its adoption. The X-ray throws an 
image in visible light on a screen, 
clearly revealing the presence of 
any foreign substance 


Production Is Lower 


The current forecast of the Cali 
fornia Agricultural Statistician at 
Sacramento is for a decline of 9% 
per cent in the country’s orange 
crop Florida will produce 21,200, 
000 boxes, compared with 18,000,000 
last veal Texas has more than 
doubled its production, with 1,800, 
000 boxes in prospect, compared 


With 747,000 last vea California’s 


probable output is 24,482,000, as 


against 33,049,000 last veat 
The sume situation exists in 
rapefruit, California’s production 


declining from 2,267,000 to 1,287,000 


boxes, while both Florida and Texas 


made heavy increases Texas will 
enjoy a 19387 crop of 6,790,000 boxes 
compared with only 2,741,000) in 
1936. Florida will market 17,500,000 
boxes, or 65 pe ent of the national 
{ Oy 


Bowman Elected 


(. CC. Bowman, J) has been elect 
ed vice-president of Wadsworth & 
Wood Ine New York to handle ra 
dio and business Invey 


EW YORK CHICAGO —_—CO#SETROOIT 


MENU IN MOTION FEATURES NEW ARMOUR DISPLAY 


Third dimensional action bulletins are being used in key areas by Armour & Co. 
Chicago. The sliding shutters reveal the current 


New Heads Aid 
Globe-Democrat 
Break for Sense 


St. Louis, March 2.—Making it 
easier for copywriters to turn out 


headlines which “break for sense,” 


the St. Louis Globe-Democrat has 


adopted heads which are set flush | 


with the left hand column as a sub 


direction of “streamlined heads” for 
several years, the Globe-Democrat is 


}one of the first metropolitan news- 
| papers to make the change. 


Under the new arrangement, the 
iead writer ignores the number of 
spaces in a given line and concen 
trates on producing three lines of 
type which will most effectively 
summarize the news in the story 
One line which is shorter or longer 
than the other two are welcomed 
under this system, because they pro 
vide more white space. 

“With the old exacting demands 
for precise headline-length removed,” 
said the paper's official announce 
ment, “the writer of streamlined 
headlines finds it easier to express 
the thought he seeks to convey, with- 
out juggling words. The reader finds 
the new headlines easier to grasp.” 


Don't Kick Off 


The Shoes, Girls, 


Johnson Appeal 


New York, March 2.-—The universal 
feminine tendency to kick off shoe 


beneath bridge table or movie seat 
has been duly noted by Johnson & 
Johnson in new copy headlined 
“Lady, keep your shoes on! 

J&J's Red Cross line of corn 
bunion and callous plasters is de 


signed to abolish that furtive shoe 


‘removing gesture The new cam 


paign, considerably larger than that 
oi last vear, is to run in newspapers 
and trade journals in varying space 
through Octobet 

Point-of-sale material includes win 
dow and counter displays, window 
stickers, and a unique “pharmacist 
on duty” sign of glass and metal, 
which is supplied with changeable 
hame plates. Arthur Kudner, Ine., is 


the ageney 


To Raise Shoe Prices 


Canadian shoe manufacturers an 
nounced at their convention in To 
ronto that prices of stocks to be sold 
next summer and fall will be raised 
$1 Reasons cited were wage in 


creases, a threatened hortage of 


hides, and mass buying 


Fannell Changes Posts 


Joseph Fannell has resigned % 
director of the advertising Pract 
ment of L. Bamberger & Co., New 
ark, N. J to take a imilar post 
with Bloomingdale’s, New York 


HOW «ee timely 


STOCK PHOTOGRAPHS 


Ready-to-use ‘‘Reserve lUllustra- 
tions’’ submitted 10 days approval 
by mail from world’s largest file. 
Cost only $10 each. Model releases 
for advertising use. 


UNDERWOOD & UNDERWOOD 


x 


1URICH CENTERS 
"37 PROMOTION 
ON SAFETY ZONE 


to help agents 


“Meal of the Month.” develop a larger 


tive casualty 3, was explained at 


CRVC Celebrates 


A special six-hou 


and included messages from 


Neville Pilling, United States man- 


new studios and equipment of CRVC, ; ; — 
the meeting and was one of the chief 


Others were Carl Kirk, ¢ 


Retains Kollock 


originator of the idea. 


which operates 


Pe nnsylvania, 


pong of the most useful promises to be 


» and Michigan, 
: for a check-up for mer- 


peewee = one providing 


its surface designed to appraise the 
needs of the prospect, one of its mis- 
sions is to break down the resistance 
to interviews which is the béte noire 


|of the insurance salesman. Similar 
|forms have been developed for man- 


ufacturers and individuals. 
Booklet for Customers 


Another booklet dramatizes the 
safety zone for present policyholders 
and prospects, bringing out the well 
known fact that most persons and 
companies are insured against every 
thing except that which actually 
happens. Its errand is to aid sales 
men sell the complete line offered by 
Zurich. 

A line af direct mail pieces which 
also forwards the general plan is 
made up of two-color pages appar- 
ently torn from magazines, complete 
to the ragged edge. Each “story” 
describes one of the services offered 
by Zurich, an advertisement occupy- 
ing one-third of the second page be- 
ing left open for the agent’s imprint. 


Gets State Account 
The Virginia Conservation and De- 
velopment Commission has appointed 
Cecil, Warwick & Cecil, Inc., Rich- 
mond, to handle its display adver- 
tising account. 


"Say did you see this — SWIFT has 
bought THIS WEEK and got BOTH” 
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Michigan Apple © 
Growers Open | 
Campaign Mar.6 


Detroit, March 2.—The Michigan 


Apple Institute, with headquarters 
at Bangor, Mich., has commenced a 


midwestern newspaper advertising 
campaign through its newly-appoint- 
ed agency, Aarons, Sill and 
Inc., of Detroit. 

Prominent in all advertising which 
will be used the idea, “For 
health’s sake, eat Michigan apples.” 
Advertising is being carried in news- 
in Michigan, Ohio, Indiana 

Illinois; and posters will 
used in these four states 

The advertising fund is being 
raised by contributions of % cent 
a bushel on all apples grown by or- 
chardists, of which there are about | 
14.000 in Michigan. Of these, about 
8,500 are now members of the Insti- | 
tute. In addition, manufacturers, 
commission merchants, food ex- 
changes and others interested in the 


Caron, 


is 


papers 
and 
be 


also 


promotion and extension of the 
apple market are also contributing 
to the fund. 


ACTIVE FOR APPLES 


Using midwestern newspapers, the Mich- 
igan Apple Institute opened a vigorous 
campaign March 6 for Michigan apples. 


Club Laws Available 
The Junior Advertising Club of St. 
Louis has issued a new edition of its 
“Constitution and By-Laws.” Copies 
are available for those interested. 
Paul Kell, De Soto Hotel, in 
charge. 


is 


}cut prices to make a sale 


| Bazar 


Newly-Awakened India Is 


Fertile Market for Sales 


London, 
huge population 


Feb. 26.—-India, with its 
of 360 million, is 
just awakening and proves an excel- 


lent market for international com- 
panies, P. C. Knott, London man- 
ager of The Sunday Standard, Bom- 
bay, declared today. 


“Many things that are looked upon 


as daily necessities in Western 
countries have hardly been heard of 
in India,” he said. “But far too 
much has been said and written in 
regard to the alleged poverty of the 
Bazar buyer and little enough that 
would assist the exporter to meet 


the needs of this section of the coun- 
try. 

“The Bazars want goods at 
possible prices and competition 
keen among dealers who will always 
even sell- 
in the 
can al- 

needs 
Indian 
consid- 


lowest 


But the 
not destitute 
money if he really 
the goods. This side of the 
market is worthy of earnest 
eration.” 


ing at cost. buyer 


and 


is 


ways find 


One important point for the manu- 


A tip from meat packers and motor makers, from advertisers 


large and small, selling every type of consumer product. 


They’ve found how to make each advertising dollar do two 


jobs instead of one. They’ve gone into “THIS WEEK”, where 


they get BOTH — 


» A FIRST-CLASS MAGAZINE 


with 


* NEWSPAPER SALES PUNCH 


“THIS WEEK”’s advertisers cover more than 4,700,000 


homes... and they’re concentrated in 21 key markets, thru 


21 great metropolitan newspapers that reach an average of 


1 in every 3'2 families %* “THIS WEEK”’s advertisers have 


top-notch fiction and features to win the whole family’s 


regular readership ...and the newspaper’s local influence 


to make dealers tie up with it and consumers shop thru it * 


“THIS WEEK”’s advertisers get a rich magazine-color page 


at less than '4¢ per family ... and, with newspaper flexibility, 


they can change that color-page copy to fit each of their 21 


local markets. 


It pays to “buy ‘THIS WEEK’, and get BOTH.” 


is | 


NEON GIANT 


This 90-foot neon sign with eight-foot 
letters newly-adorns the A. Victor & Co. 


building, Albany, N. Y. Claude-Neon 
Displays, Inc., erected the sign. 


facturer seeking to sell the Indian 
market to consider is packaging, Mr 
| Knott said. 

“The wise exporter must deter 
mine if his package will be accept- 
able to the Bazar and the buyers of 
every caste,” Mr. Knott declared. 
i“If so, it is safe to go ahead and ar- 
lrange for distribution and presenta- 
ition in India. Straightforward ad- 


| partising may then be initiated with 


every 


prospect of success. 
“But if the Indian is unconscious 
of his need, educational propaganda 
is primarily Necessary and should 


be 
uct 


persisted in even after the prod- 
it 
news of 


takes con- 
this kind 
market. 


selling because 
time for 


penetrate the 


1s 
siderable 


to whole 


Sold $489.000,000 in ‘36 
India 
valued 


in 1936 
Mr. Knott 
Manufactured goods ac- 
three-fourths of this to- 


imported goods 


at $489,000,000, 
pointed out. 


counted for 


tal. The demand for branded goods, 
foods, beverages, toilet articles, 
drugs, medicines, clothes and per 


fumes is constantly expanding, he 
said. 

The English language is being 
adopted more and more as the com 
mon medium between races in both 
social and business affairs and the 
vast majority of those who constitute 
the most responsive market in India 
can read and write English 


Norge Introduces 
Pressure Gas Burners 


Pressure type gas burners designed 


for home heating in areas where gas 
burning equipment is more advan- 


tageous 
produced by 


the consumer are now 
Norge Heating and Con 


to 


citioning division of sorg-Warne 
Corporation, Detroit. 

Controlled heat, plus complete 
combusion have been achieved, re- 
sulting in lower gas bills through 


economical firing with a high carbon 
dioxide test, it was said 


B. E. Service Gets Two 


Tankoos, Smith & Co., New York 
real estate firm specializing in chain 
store leasing and business property 


management, has appointed Business 
Extension 


Service as its advertising 
and public relations counsel. The 
latter has also been appointed to 


handle advertising and publicity for 
Freeport Acres, Long Island home 
development. 


| 


STEADY RISE IN 
BUSINESS SEEN 
BY JOHN FLYNN 


Chicago, March There will be 
ja marked revival of small house 
building this summer, but believers 


| 
| 
| 
| 


| the 
| the 


| which 


in a tremendous “boom” for Amer 
ican business are due for a bad jolt, 
John T. Flynn, journalist-economist, 
told the Chicago of 
Commerce today. 


The 


Association 


of 
stimulated 

and led 

“twenties,” are 


sources long-term 
the heavy 
the boom in the 
not what they used 
and the former users of credit 


credit, 
indus- 


tries to 


to be 


|are in many cases in no position to 


borrow, 
On 
the 


he declared. 
Wall Street 
country there is a 
nation is on the 
greatest booms 
Disillusionment 
certain, he said. 


and throughout 
feeling that 
eve of one of 
in its history. 
such beliefs 


for is 


Big Small Home Market 


In the twenties, he 
rush of 


said, there was 


a great money into the con- 


struction field by means of the real 
estate bond. While he predicts a 
great increase this summer in small 


house and apartment building, 
spurred by the government, this will 
not be sufficient to produce a boom 
of breath-taking size, he warned. 


Another form of long-term credit, 
he said, was foreign lending. This 


nation once loaned billions to foreign 
countries, Which in turn poured back 
large sums into American business. 
But it doesn’t appear that there will 
be a revival of foreign lending in the 
next two or three he 
mented. 
State, 
ments 


years, com: 
county and local 
borrowed huge 
finance improvements, thus. stimu- 
lating the heavy industries, Mr. 
Flynn pointed out, but today, most of 
these governments are 
their credit 


govern- 
sums to 


near the end 
of rope. 
Business Needs Statesmanship 


Commenting on the wave of labor 
unrest, Mr. Flynn declared that busi- 


ness must do something about the 
maldistribution of income in this 
country If it doesn’t, he declared, 


business will have this job taken out 
of its hands “by a gentleman with a 
panacea, a slogan, and a banner.” 
The tide of public opinion has 
shifted radically, Mr. Flynn declared 
It now insists, he said, upon the right 
of labor down with employer 
for purposes. 
“Conditions today,” he 
“call not for the ordinary type of 
business acumen, but for business 
statesmanship, which grasps the so- 
cial implications of every problem.” 


to sit 
bargaining 
declared, 


Claude-Neon Displays 
to Market “Artlite”’ 


Claude-Neon Displays, Ine., will 
place on the market a new 
product, “Artlite,” on which it has 
obtained patents, Rudolph B. Fler- 
shem, president of the Buffalo 
branch, told stockholders at their an- 
hual meeting. 

Artlite has a filament light 
iment, similar to a mazda tube, 
is encased in a straight tube. It 
be given its debut in New York. 


soon 


ele- 
but 
will 


Names Utica Agency 
Marshall, Meadows & Stewart, 
Inc.,. Auburn, N. Y., has appointed 
Moser & Cotins, Inc., Utica, to handle 
its advertising. A national news- 

paper campaign will be staged. 


Chicago Journal 
of Commerce 


—The Central West’s source 
of business, financial and 
industrial news. 
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Wi BIR US 


FIRST 


in 


POPULARITY 


According to Ross Federal 
Survey Nov. 29th to 
Dec. 5th, 1936 

WFBR . 37.65% 
WCAO . . 28.32% 
18.39 % 
5.9 % 


f/O 


WBAL .. 
WCBM.. 


FIRST 


mn 


SHOWMANSHIP 


According to 


VARIETY RATING 
“Variety”, Feb. 10, 1937 


FIRST 


mM 


ADVERTISING 


FIRST among the three 


Baltimore major network 
stations in local and na- 
tional advertising exclu- 
sive of network programs. 
Also FIRST in network 
commercial programs. 
According to survey 
made Feb. 7 to 13, 1937 
by a representative of 
a nationally known re- 


search corporation.* 


(*name on request) 


Batrimore 
YS PROVE IT’S 


“Wes 


VV 


Getting Personal 


| 


Louis R. Wasey, president of Erwin, Wasey & Co., and Owen B. 
Winters, executive v.p., announce the organization of the Cat Cay Light 


Tackle Club. Membership is limited to guests of Cat Cay Manor, Mr. 
Wasey’s island home in the Bahamas, angling Mecca for big-game 


fishermen 


John B. Gallagher is one of New 
chosen by the Tailor’s Guild of America. 


York’s best-dressed men as 


Paul Gibney, Chicago, Sterling Products manager, and Henry Shade, 
Sterling’s manager at Windsor; Ont., are preparing to stage their annual 


international golf match. Paul is in New York now, inspecting the 
equipment in sporting goods stores. 
Travel notes: Amos Parrish, New York agency head, and Mrs, 


Parrish have just returned from Miami. Otis A. Kenyon, treasurer 


of Kenyon & Eckhardt, has sailed 
for a winter vacation in Havana. 

David Shapiro, v.p. of Metro 
Associated Services, Inc., sailed 
for a ten weeks’ tour of Europe 
to survey foreign advertising meth- 
John MacDonald of Alley 
& Richards is back from a look at 
Jermuda. Fred Weber, g.m. of 
the Mutual Broadcasting System, 
is now in Texas; he will stop in 
Oklahoma on the way back. P 
John Lagerman, of CBS publicity, 
and Mrs. Lagerman, formerly Hilda 
Cole of NBC, are now engaged in 
driving to Mexico City, to be gone 
six weeks. Some pictures for Life 
may result. 


PLANE AID 


ods. 


Among the Yale sophomores 
elected to fraternities there were 
Charles Daniel Frey, Jr., Chicago, 
Chi Psi, and Robert Gardner Bots- 
ford, New York, Zeta Psi. 


Evelyn Soule Wurzburg, of 
Bronxville, daughter of Francis L. 
Wurzburg, v.p. of the Conde Nast 
another flight in his private business Publications, was married Friday, 
plane. Mr. Bender checks on advertis- Feb. 26 to John Hampton Barnes, 
ing campaign results with bi-weekly Jr. 
flights to key cities east of the Missis- 

SIPpi. 


Frank Bender, vice-president and general 
manager, White Motor Co., is set for 


Henry P. Werner, Buffalo, chair- 
; — a man of the board of Best Foods, 
inc., New York, was seriously injured by an auto in New York Feb. 26 
as he left his hotel, the Ambassador. 


The first annual dinner of the New York Rod and Gun Editors’ 
Association, held Feb. 23 in the Grand Ballroom of the Hotel Commo- 
dore, was largely attended by advertising men who are avid sportsmen. 


Some of the notables were Leonard Bush, Compton Advertising, Inc.; 
J. Stirling Getchell; Harper Cummings, BBDO; Hap Myers, NBC; Karl 


Frost, Harry M. Frost Company, Boston; Harold Clark, True Story; 
T. Norman Tveter, E-W.; and Frank E. Fehlman. . . 
W. C. Fields’ pool-table episode has a rival in the efforts of Phil 


Henriquez, of the 
a pencil 


St. Louis Post-Dispatch’s Chicago office, to sharpen 
with a Japanese sharpener he acquired a year or two ago. 
He has reduced a couple of gross of pencils to shavings in an effort 
to make the darned thing work, and is still hoping. 

Lee A. Kelly, a.m. of the Times-Enterprise, Thomasville, Ga., has 
been elected president of the Thomasville Chamber of Commerce. 

A hobby of Herman M. Appel, s.m., of Allen-A Co., Kenosha, Wis., is 
writing books. His latest is “Why Salesmen Get Fired” 

Lewis Allen Weiss, g.m. of Don 
Broadcasting System, Los An- 
building a home in Bev- 
erly Hills....Staff members of 
WHAS, Louisville, were lauded for 
their rescue work at a dinner spon- 
sored by the University of Ken- 
tucky. Honored guests included 
W. Lee Coulson, commercial man- 
Joe Eaton, program direc- 
tor; Pete Monroe, chief announcer, 
and Emmett Graft, head of the 
technical department. 

Bob Burns, w.k. bazooka play- 
er on the Kraft radio hour, worked 
for the Co-operative Advertising 
Agency in Little Rock, Ark., in 1914 


ALLIGATOR AHOY! 


[gears 


Lee 


geles, is 


ager, 


~GADZOOKS! BAZOOKA | 


Not Michigan Ave! 
cago radio station representative, goes 
for a ride a la alligator, during a recent 
visit to Hot Springs, Ark. 


a _— . 1 


and his first assignment with the 
agency was to contact three Greek 
restaurants. Joseph K. Close, 
publicity director of Sun Advertis- 
ing Co., received a gold key, the 
Achievement Award of the Junior 
Chamber of Commerce of Toledo. 
>. outstanding the 
community in 1936. 

Al Leininger, advertising dire: 
tor of Parents’ Magazine, sent what 


for service to 


might be called a promotion piece 
to his friends as a thank-you note 
for their kindness to him while he 


Bob Burns, ex-agency man, is now a Was in the hospital recovering 
bazooker. from an appendectomy. 

John (Bud) Adams, of the Chicago staff of Architectural Forum, 

made a miscalculation which may gravely affect his future. He pos- 


sessed three sons and four daughters and looked forward with optimism 
to the arrival of a fourth son who would even the score and enable 
him to call it a day. The babe, on arrival, however, turned out to be 
a fifth daughter, which seems to necessitate further wood-sawing by 


Bud. Reviewing some of his own recent labors, Wally Meyer, of 
Reincke-Ellis-Younggreen & Finn, remarked that the modern advertis- 
ing man is like a fireman—he sleeps with his pants on. 


Ray Linton, Chi- 


Chicago, March 2.—Industrial ad- | 
vertising is pre-eminently a young | 
|man’s business, according to William 
D. Murphy, advertising manager, 
Sloan Valve Company, who lectured 
on “Industrial Advertising” last 
night before the advertising class of 
the Chicago Federated Advertising 
Club. His talk, dealing with the or- 
ganization and opportunities, respon- 
| sibilities and rewards of the indus- 
|trial advertising field, was the fifth 
of a covering all phases of 
advertising and promotion. 

Mr. Murphy allocated the indus- 
trial field to the young man primarily 
because there are so many industrial 
companies whose advertising job is 
not big enough to employ a full-time, 


series 


| experienced man, that an unusual 
opportunity exists for young men 
with inherent 


mental qualities 
and a little busi- 
ness experience 
to get started 
in advertising 
work. Many of 
the most suc- 
cessful indus- 
trial advertising 
men of today 
got their start 
that way, he de- 
clared. 

“To those 
planning admin- 
istrative or general executive careers 
in later life, using specialized work 
as a stepping stone, industrial ad- 
vertising offers unique advantages,” 
he declared. “Its ramifications ex- 
tend into every branch of business 
and the opportunities for advance- 
ment depend entirely on the ability 
and willingness of the industrial 
advertising man to assume responsi- 
bilities. 


W. D. Murphy 


Rewards Come Slowly 


“The material rewards do _ not 
come as quickly in the earlier stages 
of advancement as in some of the 
more purely creative branches of ad- 
vertising, but they are as great in 
the long run and with a much 
greater assurance of permanency.” 

An important difference between 
; consumer and industrial advertising 
|is the problem of locating the buyer, 
jhe said. With few exceptions, in 
| the consumer field when the market 
|}has been located, so has the buyer, 
iow in the industrial field seldom 
lis the consumer or user of a prod- 
uct the actual buyer or even the de- 
termining factor in the purchase, 
This he explained by the machinist 
at a lathe who has but little, if any- 
thing, to say in selection of the 
equipment he operates. His opinion 
might be reflected through the fore- 
man to the plant superintendent, 
but there is no economical way for 
the advertiser to get to the worker 
and do a selling job, Mr. Murphy 


explained. 

The most important source of buy- 
information in 
through 


the industrial 
business paper ad- 


ing 
field is 


Industrial End of Advertising 
Offers ‘Breaks’ for Young Men 


SALUTE SINGER 


BBD&O Northwest dis- 


Jack Cornelius, 
trict manager (left) takes time out with 
John K. Swanson, Minneapolis Gas Light 
Co. general manager, to greet Amanda 


Snow, Minneapolis singer at a recent 

dinner in her honor staged by the city- 

promotion Minneapolis Civic and Com- 
merce Association. 


vertising, according to Mr. Murphy. 
This medium receives nearly 40 per 
cent of the industrial advertising 
appropriation, including production 


costs. 

A. C. Nielsen, research authority, 
will be the next Monday evening 
speaker. 


Texas Dailies 
Rap Censorship 
by Legislation 


San Antonio, March 2.—Asserting 
that newspapers have long operated 
under a self-imposed censorship of 
advertising, the Texas Newspaper 
Publishers’ Association vigorously 
cpposed the legislative trend at its 
annual meeting here. 

Louis Goldberg, Austin Statesman 
and Anverican, was elected president 
of the association at its closing ses- 
sion. He is succeeded as vice-presi- 
dent by William McIntosh, San An- 
tonio Light. A. E. Clarkson, Houston 
Post, was re-elected secretary-treas- 
urer, and Joe Camp, of Dallas, was 
re-appointed executive secretary. 
Picked as trustees were Ted Dealey, 
Dallas Morning News and Journal; 
J. Lee Greer, Denison Herald, retir- 
ing president, and B. N. Honea, Fort 
Worth Star-Telegram, 

The association’s resolution, refer- 
ring especially to bills pending in the 
state legislature prohibiting advertis- 
ing of liquor and by dentists, con- 
demned “such discriminatory legis- 
lation in principle and practice.” 

The liquor bill referred to would 
cover not only newspaper but any 
other type of advertising. It passed 
a house committee by a margin of 
one vote and efforts are being made 
to attach a rider applying the same 
restrictions to cigarettes. 


Koach to Martin 
Business papers, newspapers and 
direct mail will be used by Kabin 
Koach Co., Pontiac, Mich., in an ex- 
tensive campaign to be handled by 


Martin, Inc., Detroit. 


Planned Window 


; \ : 
| FOR LOWCOST B SALES RESULT s. 


| age; national, regional or local. 


sales locations for your product everywhere. 
all displays uniformly in 


Campaigns 


Put your window display on a par with the rest of 
your advertising program. We offer incomparable facili- 
} ties and records for planning scientific window cover 


secure the best 
We install 


instructions. 


We 


aceordance with 


All displays are in the windows in scheduled time. This 


service assures maximum sales results. 
For a copy of “Window Advertising” and list of our 


142 Associate Offices. covering 6,087 cities and towns, write 


WINDOW ADVERTISING, INC., AND ASSOCIATES 
175 Fifth Ave., New York 560 W. Lake St., Chicago 
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ADVERTISING AGE 


DRYING FEATURE 
PROMOTED BY ILG 
IN FLOOD AREA 


Chicago, March 4.—The rapid dry- 
ing feature of the Ilg Unit Heater 
proved a gold-mine to the Ilg Electric 
Manufacturing Co., in providing an 
opportunity to tie in with the needs 
of the recently-flooded Ohio and Miss- 
issippi Valleys, it was learned today. 

Another of the many companies 
which have been quick to capitalize 
on the possibilities of the reconstruc- 
tion market is the Celotex Corpora- 
tion, which has launched a special 
campaign in the affected cities. 

lig recently shipped an emergency 


order of 100 of its unit heaters to| 


Louisville, for use in drying out 
buildings after the flood, F. M. Sim- 
monds, Jr., president of Simmonds 
and Simmonds, Inc., the Ilg agency, 
said. 

The order was sent by Graft Pelle, 
of Louisville, unit heater distribu- 
tor. The major portion of these 
heaters was used by the Louisville 
Gas & Electric Company in drying 
out its generators in the power 
house, where there was 41 inches of 
water. 


Spot Selling Point 


Ilg distributors in many cities in 
the flooded area found the drying 
characteristic of Unit Heaters a 
helpful sales point. Designed to heat 
industrial plants and retail estab- 
lishments, the unit heater circulates 
heat uniformly and at high velocity. 
Many unit heaters were installed 
in Pittsburgh following the 1936 
flood. 

In co-operation with dealers in 20 
cities, Celotex has started a news- 
paper drive directed to the recon- 
struction market. A series of about 
eight quarter-page advertisements is 
planned. 

The advertisements show how 
Celotex may be used in reconstruc- 
tion. One will depict how Celotex 
may be employed in the commercial 
field, for counter repairs, building 
of partitions, and other uses. Other 
idvertisements will show the versa- 


How to Reach 
More Buyers 


Your sales mes- 
sage will reach 
more advertising 
people through 
the Advertising 
Market Place than 
you can hope for 
through any other 
paper. Interested 
buyers habitually 
turn to the Adver- 
tising Market Place 
to locate the goods 
and services they 
want. 


Tell these buyers 
what you have to 
offer. 


Rates Reasonable 
Results Excellent 


Write now for com- 
plete information. 


The Advertising 
Market Place 


Advertising Age 
100 E. Ohio St. 
Chicago 


AFTER THE FLOODS 
REPAIR FLOOD DAMAGE 


MERCHANTS! QUICKLY WITH 


| CELOTEX 


‘TEPER aks Peae oe TRL - SOLOW OhARD - C1 FTLITY Cems 


CORTE FOP ante aw Ome perce operat hee 
lr es ae 


DEALERS’ NAMES and Telephones 


Evidencing the broad markets opened by 

flood damage, this localized newspaper 

copy for Celotex products is being run 
in flood-damaged areas. 


tility of Celotex in industrial plants, 
homes, and in the building of tem- 
porary shelters. Hays 
& Co., handle the account. 

Sterling Brewers, Inc., Evansville, 
Ind., received many favorable com- 
ments on the advertisement, “We 
Salute You, Louisville,” 
in the Courier Journal and Times, 
A. B. Dicus, of Hays MacFarland & 
Co., Chicago, said. 


To Make Book 
of Pillsbury 
Radio Program 


Minneapolis, March 2, — Believing 
that its morning radio program, ‘‘To- 
day’s Children,” has become _ so 
deeply entrenched in the affections 
of thousands of women that they 
will gladly pay for a book recording 
the adventures of the Moran family, 
Pillsbury Flour Mills Company will 
shortly issue such a volume, to sell 
for 50 cents. Announcement to this 
effect was made on last Wednesday’s 
program over the Red network of 
National Broadcasting Company. 

“Today’s Children,” which first 
appeared on the air May 15, 1933, 
and thus is ending its fourth year 
as a five-day-a-week feature, is of 
the “Little Women” type, portray- 
ing the every-day sorrows and joys 
of Mother Moran and a brood made 
up of two boys, Terry and Bobby, 
and three girls, Frances, Dorothy 
and Lucy. 


Wedding Helps Mail 


Some of the latters’ friends, Gloria 
Marsh, Katherine Carter and Kay 
Crane, also have played prominent 
parts in the destiny of the family 


recently. The romance of “Miss 
Marsh,” which recently culminated 
in marriage, on the air at least, 


brought heavy increases in fan mail. 

Miss Irma Phillips, who has piloted 
the Moran family through their 
vicissitudes and joys for so long, 
will not be identified as the author 
of the forthcoming 312-page book, 
which will merely bear the imprint 
of the Pillsbury Flour Mills Com- 
pany. A prominent artist is provid- 
ing pen and ink sketches depicting 
the adventures of the Morans. The 
volume will be ready March 5. 

While advertising plans are not 
complete, it is believed promotion 
will be confined to the radio pro- 
gram, which is heard from 9:45 to 
10 a. m., originating in the Chicago 
studios. 


Trailers Are Prizes 


in Camay Contest 


Newspapers, magazine and radio 
will be used to promote Camay’s new 
contest running through May 1. With 
Procter & Gamble to feature “trailer 
vacation” aspect in the Camay cam- 
paign, the company will award 25 
complete trailer outfits as major 
prizes. 

Pedlar & Ryan, Inc., New York, is 
the agency. : 


Monaco Changes 


Dwight L. Monaco, for 12 years 
with Gardner Advertising Company, 
New York, has joined McGraw-Hill 
Publishing Company as production 


manager. 


MacFarland | 


which it ran | 


A.M.A. Prepares 
New Volume on 
Market Research 


New York, March 2.—The Amer- 
ican Marketing Association has pre- 
pared a book, “The Technique of 
Marketing Research,” to be published 
by McGraw-Hill Book Co. 

The new volume covers principles 
and methods of procedure. Prepara- 
tion of the book has been in the hands 
of a committee, with F. C. Wheel- 
er, market consultant, 

Others who have served are Rob 
|}ert N. King, director of marketing, 
| Batten, Barton, Durstine & Os- 
| born; Pauline Arnold, vice-presi- 
| dent, Market Research Corporation 
|of America; Louis Bader, associate 
| professor of marketing, School of 
Commerce, New York University; 
| Alfred T. Falk, director, bureau of 
|; research and education, Advertising 
| Federation of America: Paul F. 
| Lazarsfeld, University of Newark, 
special collaborator; J. George Fred- 
| erick, president, The Business 
Bourse; Thomas S. Holden, vice- 
| president, F. W. Dodge Corporation: 
and E. P. H. James, advertising and 
sales promotion manager, National 
| Broadcasting Co. 


| 


chairman. | 
| 
| 
| 


MIDGETS AND BABY CAR FOR BABY RUTH 


Wawie:. Marvied 
Midgets Promote 
Curtiss in South 


Chicago, March 4.—Seizing upon 
the marriage of two midgets as ad- 
vertising capital, Curtiss Candy Com- 
pany has dispatched the happy couple 
on a tour of the South, in a pint-size 


————————————— —<—<———— — 


Frank and Sadie, circus midgets, in a specially built car, have started a tour of the 
South on behalf of Curtiss Candy Co., Chicago. 


roadster loaded with samples of Baby 
Ruth candy bars. 

The sales ambassadors extraordi. 
nary are Mr. and Mrs. Delfino—Frank 
and Sadie. Their Lilliputian romance 
started in 1934 at A Century of 
Progress Exposition, where Sadie 
was in charge of the Curtiss Baby 
Ruth Candy Store in the Midget Vil- 
lage. 

The honeymooners will pay cour- 
tesy calls at offices of wholesalers, at 
schools, and other places. 


if 
u 


the public. 


WHK-WJAY 
CLEVELAN 


Hf you see tin the Sun, Ms ie 


This became the most famous of all newspaper 
slogans. Why? 


Because of its clever combination of simple 
words? No. Because the New York Sun for 
many years has printed the kind of a news- 
paper that wins and holds the confidence of 


A radio station is like a newspaper. If it has the 


confidence of its listeners, it's a good station. 
And unless your broadcast is heard over a 
station commanding the confidence of its com- 
munity, it will miss its mark. 


The people of Cleveland, Northeastern and 
Central Ohio place their confidence in United 
Broadcasting stations. For this reason they are 
your first choice in Ohio. 


> 


"“ORertee tor 


Serwvice 


UNITED | 


BROADCASTING 
COMPANY 
H. K. CARPENTER 


Vice President 


FREE & PETERS, INC. 


National Representatives - New York - Chicago - Detroit 
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Irom the Field 


1 
a 
¥ | 
‘i Between the end of 1934 and the end 
¥ of 1936* every advertising publica- 
A tion gained circulation. It is ail the 
a more remarkable, then, that during 
‘g that period the combined gains of 
> oe e = ” 9 
3 Advertising and Selling, Printers 
« Ink, Printers’ Ink Monthly, and 
€ Tide failed by 197 to equal the gain 
B made by ADVERTISING AGE. 
3 Here are the figures: 
e Gain 
a ADVERTISING AGE .... . 3,167 
Bs Advertising & Selling 

Printers’ Ink ... . . 

Printers’ Ink Monthly | Combined . 2,970 

Bee + 8 me & eee] 

ADVERTISING AGE gain over com- 

bined gains of other four papers. . 197 
a 


ADVERTISING AGE is ranning 
away from the field. 
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TESTIMONIALS = 


OF ‘AMATEURS’ 
GET BiG PLAY 


National Advertisers Find Re- 
sponse to Unknowns 


New York, 
chord in prospects’ 
touched by current 
vertising campaigns entirely oblivi- 
ous to the glamour of high and 
mighty names, a number of national 
advertisers reported today. 

Among those who have scored con- 
spicuously with this type of appeal is 
Camel cigarettes, which has _ dis- 
creetly sandwiched in unknown, 
everyday people with famous figures 
in the world of the stage, screen and 
sports. 

A typical Camel 
ample, which appears in 
pers throughout the country, fea- 
tures Jimmy Foxx, famous diamond 
star, with motorboat, bowling, fenc- 


March 2.—A responsive 
minds being | 


testimonial ad 


is 


layout, for 


PRINTING 


THE BUSY 
EXECUTIVE 


@ We have in mind the $5,000 
executive who spent three days 
of his own time and that of five 
printers, getting estimates on the 
placing of a $200 order...The 
low bidder got the job, but the 
engravings were delayed, the 
composition had to be re-set, 
and two cuts were transposed. 
The $5,000 man has been “on 
the carpet” three times explain- 
ing matters...Plenty of valuable 
energy wasted over mistakes... 
It is our business to help buyers 
save TIME, ENERGY and MONEY. 

We know printing, engraving 
and typography, backward, for- 
ward, up and down... we doit 
every day... Faithorn service 
and prices must be reasonable; 
or we wouldn't be serving so 
many important accounts. Try us! 


Exceptionally well fitted to submit ideas, 
make layouts, prepare sketches and draw- 
ings—through every step of production. 


his full page Martha Weathered 
advertis cane 
for Martha 
Weathered 
appeared in 
Harper's Bazaar. 
It was prepared 
by Faithorn. 


em 


a 


ALWAYS 
THE — AT FAITHORN 


FINEST ENGRAVING 
FINE ty TYPOGRAPHY 
FINEST PRINTING 
e or all 
but all are here 7 - serve Y 
Speed, economy and satisfaction as 


FAITHORN 


CORPORATION 


Telephone Wabash 7820 
504 SHERMAN STREET 
CHICAGO 


DAY AND NIGHT SERVICE 


sure 


ex: | 
newspa- | 


HANCOCK COPY MAKES CONVERSATION 


Set 72 Bees 


WERE ABOUT THIS B/6 


ky 


ra 
\ 7 
IN THE VALVE /NDUSTRY 


As valve companies go— Hancock is pretty smal! pota- 
toes. One worthy competitor can turn out as many valves 


in a day as Hancock builds in a month 


For 30 years we made Hancock Valves so fine that they 
sold for several times the price of ordinary valves. So 


users bought Hancocks for their toughest services only 


Then 
sible to keep running. Stopped buying Hancocks almost 
entirely. We had to do something drastic! 


ame the depression. Plants spent as little as pos 


Hancock Engineers spent 2 hard years and $100,000 
developing a new line of Hancock Bronze Valves. These 
new valves have stainless steel seats and discs so hard 
500 Brinell) that we have to machine them on a Diamond 
Boring Machine. These seats and discs are as hard as 
cutting tools used in a machine shop. This is why steam 
cannot wire draw or boiler scale dent these new super- 
hard Hancock seats and discs. 

We're only able to make 10,000 of these new Hancock 


super-valves per month. But, since they are lasting trom 
1] to 75 times as long as other valves, we should worry! 


jet a 
_f TP GIve vA, Y 
CAN'T DOA THING _ 


re 70 THAT HANCOCK/S 
ail ns 

The cost of Hancocks is now within a few pennies of 
other good valves. Order a dozen today from your dis 
tributor and see for yourself how your valve maintenance 
costs drop when Hancocks go in. Hancock Valve Divi- 
sion, Consolidated Ashcroft Hancock Company, Bridge- 
port, Connecticut. 


HANCOCK VALVES 


A series of small space copy for Hancock 
Hancock" 


much the same as a salesman would talk to 
is confined at present to 


| 
ling and broncho busting champions. 


|} But, almost as conspicuous in the 
layout is a series of expressions on 
smoking by an office secretary, a | 


newspaper woman, a_ construction 


engineer and a welder. 


Appeals to “Masses” 


According to Wm. Esty & Co., New 
York agency in charge of Camel ad- 
vertising, the inclusion of “amateur 
| testimonials” surefire appeal to 
the millions newspaper readers 
and smokers who welcome the news 


is a 


of 


|that non-celebrities like themselves 
‘also prefer the brand they smoke. 
| Unconsciously, these readers place 
i'themselves in the position of the 
| workaday men and women pictured 
in the advertisements and the re- 
sult is a sense of gratification for 
millions of egos. 

Seagram’s Crown Whiskies, in a 
campaign now appearing in about 
400 newspapers and a score of gen- 
eral magazines, is employing a some- 
| what similar course in quoting non- 
celebrities whose occupations and 
interests approximate a cross-section 
of prospective liquor buyers. 

This campaign aims to demon- 
strate the “morning after” reaction 


exercised by Seagram whiskies on 
lawyers, doctors, engineers, office 
workers, architects and = authors. 
Although the preparatory work that 
led up to the release of this drive 
involved a considerable expenditure 
for the sponsor, the’ testimonials 


published can logically be considered 
“amateur” because the personalities 
around whom the campaign is built 
are distinctly non-celebrities and un- 
knowns. 


Choose from 1,000 
Seagram, through Cecil, Warwick 
& Cecil, New York, chose 12 typical 
subjects from about 1,000 applicants 
for the tests. The lucky dozen were 
taken to an Adirondack Mountain 
camp and supported for 41 days, dur- 
ing which time they were required to 
subject themselves to varied pro- 
cedures, all calculated to enable ex- 


pert physiologists to report on the 
actual after-effects of moderate 
drinking of Seagram whiskies. 

After imbibing from two to six 
straight drinks, the group was sub- 
jected to sleep tests, weight tests, 
after-effect tests and morning alert- 


ness tests. Each subject is now be- 


} HANCOCK VALVES 


will be handled in this unusual method with the text in conversational tone 


“Mill & Factory" and "Power." 


a.—4 hs O77 


We 


Our Competitors Say 
We're Nuts 


To induce people to try our new low-maintenance Han 
cock Bronze Valves, last October we announced the 
following offer 


“Buy ao dozen of these new Hancock Valves. Put 
them on any service in your plant. And if, after 90 
days, they aren't the best bronze valves you ever 
used, we'll refund double what you paid for them.” 


Well, sir, today we are selling three times as many Han- 
cocks as we were when we made the offer. And we 
haven't had to refund a nickel yet. But boy, some of our 
competitors are fit to be tied. They say we are as nutty 
as a pet squirrel. That an offer like Hancock's may be all 
right to sell soup or cigarettes, but will ruin the valve 
business 

To convince all skeptics, Hancock makes this double- 
your-money-back offer. And, frankly, we're running no 
risk because these new Hancocks have already outlasted 
ordinary valves from ll to 75 
major valve users 


times for the country's 


These new Hancocks have stainless steel seats and 
discs that are almost twice as hard as those in any other 
bronze valve (S00 Brinell). They are so hard that they 
smash nails, pipe turnings, sand and boiler scale without 
leaving a trace on either the seats or discs. It's no won 
der they cannot wire draw or steam cut when just 
cracked for long periods of time 


If you're sick-and-tired of leaky valves or periodic 
valve repairs, and would like to make important main 
tenance savings—order a dozen of these new Hancock 
Valves from your distributor today—under full protec 
tion of our offer. Hancock Valve Division, Consolidated 
Ashcroft Hancock Company, Bridgeport, Connecticut 


Valves called "Candid Talks on Valves by 


| inscribed 


a prospect across his desk. The campaign 


tisements that stresses moderation 
and judgment in drinking. 

Typical savings bank depositors in 
the Metropolitan New York area are 
shown in a current 


of people who have made 
saving an integral part of their ex- 
istence. The first. advertisement re- 
in 
en- 


modest amounts 
regularly, 


deposited 
savings account 


who 
his 
college. The second recounted the 
history of a pretty New 
girl who saved her dollars; 
described how the proprietor 
well known ski shop accumulated 
sufficient capital to start his own 
business. Subsequent insertions will 
record the true story achievements 
of other typical depositors. 

Newell-Emmett Co., Inc., agency 
handling the savings bank campaign, 


the third 


vited to participate in the campaign 
refused the bid, little difficulty is 
encountered in lining up the proper 
ammunition for a of adver- 
tisements of this kind. Some of the 
men and women pictured and quoted 
public figures, receiving a 
substantial amount of fan mail and 
other correspondence. 


series 


become 


Easy to Get Amateurs 


A campaign featuring testimonials 

adolescents is being conducted 
currently in general magazines by 
Standard Brands, Inc. Youngsters 
relate how Fleischmann’s Yeast 
cleared up unsightly skin conditions. 


by 


“Before and After” halftones ac- 
company the main body of the ad- 
vertisements which utilize cartoon 
technique. 

Walgreen Drug Stores have 


adapted the amateur testimonial to 
window displays promoting 
brand of ‘oatmeal soap.” 
photographs of attractive girls who 
laud the soap’s qualities are used to 
feature the window setup. The theme 
of this window display was first em- 
ployed to coincide with a newspa- 
per campaign that ran in Chicago 
newspapers. So well did the tieup 
click that the display was immedi- 
ately scheduled for the prominently 
located Walgreen store at Lexington 


ing featured in the series of adver- 


ave. and 46th st., New York. It is 


newspaper cam- | 
paign emphasizing the achievements | 

| 
regular | 


ported the experience of a doorman | 


abling him to send two sons through Co 
2 | paign, 
York show- | 
rk : i} theme 
} monials 


y = 
of a | viously 


| 


} 


reports that suitable subjects for 
amateur testimonials are _ prolific, 
and, although a few of the people in- 


Copy for Waste 
Cans Placed on 
Organized Plane 


New York, March 2.—Advertising 
on waste receptacles in 
various cities, large and small, has 
begun to develop new dignity with 
the formation here of the Street 
Cabinet Advertising Association, Inc. 

The association, according to Wil- 
ton S. Bauer, president, plans to 
present the medium of street cab- 
inet advertising to national adver- 
tisers in an organized way for the 
first time with emphasis on the 
sivategic, main-street locations of 
the receptacles which are primarily 
intended to stimulate the public 
sense of neatness. Promotion is to 
feature the cities in which cabinet 
advertising is available and market 
breakdowns showing the locations 
of the cabinets in relation to specific 
markets. 

Set Up 3 Divisions 

Activities of the association will 
be classified three ways A sales 
division will present the medium to 
national advertisers; a creative di- 
vision will aid local operators to se- 
cure business; and a_ technical, 
maintenance and purchasing divi- 
sion will aid operators in the pur- 
installation and mainte- 
nance of street cabinets. 

The association now lists plant 
owners in Boston, Taunton, Stough- 
ton, Lynn, Revere and Everett, 
Mass., Bridgeport, Conn., Louisville, 
Ky., and Houston, Tex. 

Offices have been established at 
250 Park ave. and at 581 Boylston 
st.. Boston, with Western and South- 
ern offices planned for the near 
future. 


chase, 


probable that the display will also 


be used in other key cities. 


Further evidence of the potency 
of amateur testimonials is afforded 
by the current campaign for John 


Jameson Irish whisky which is cred- 
ited with a sales increase of 40 per 
cent over a year ago. 


Human Interest Theme 


Faced with the problem of weaning 
drinkers of Irish khisky away from 
their habit of asking merely for 
“Trish whisky” and of building in 
its place a specific brand preference 
for John Jameson, Alley & Richards 
agency in charge of the cam- 
adopted a human _ interest 
and backed it up with testi- 
from people who are ob- 
of amateur standing in the 
testimonial field. 

Creating the designation, “The 
Sportsmen’s Whisky,” in behalf of 
John Jameson, the agency proceeded 
to dramatize this idea with a series 
of testimonials from well known 
sportsmen, users of the products. 

Every attempt was made to prepare 
that was conversational and 
and the success of this pol- 


copy 
sincere, 


icy is reflected not only in the sales 
record cited above, but in the com- 


ments of those who lent their pres- 
tige to the campaign. 


One well known sportsman, for ex- 


HYPERBOLIC EFFECT 


“When Ingram’s has 
landed on your chin— 
the shaving situation 
is well in hand.” 


FREE! 1,c00.c00 
im gram Shaves 


Kidding testimonials for Ingram's shaving 
cream lends color to copy appearing 


in Life. 


ample, declared upon examining an 
advance proof, “I have never before 
given a testimonial for anything and 
very frankly I have been somewhat 
upset at the idea. But I have no 
objection at all to this advertise- 
ment, since everything in it is per- 
fectly true and perfectly dignified.” 


Abate i to A.B.P. 


Associated Business Papers, Inc., 
announces the admission of Sporting 
Goods Dealer, St. Louis, to its mem- 
bership. 


Gude Promoted 


John G. Gude, for the past four 


years director of publicity of Colum- 
bia Broadcasting System, New York, 


has been appointed manager of the 
station relations department. 


Buente in New Post 


George P. Buente, formerly ac- 
count executive with Landsheft & 
Warman, Inc., Buffalo, has joined the 
creative and copy department of Ad- 
dison Vars, Inc., Buffalo. 


Heeneeainn wae Self 


Lester B. Hamersley, formerly 
sales and advertising manager of the 
Caille Brothers Co., Detroit, and The 
Ohmite Mfg. Co., Chicago, has 
opened The Camera Mart, retail pho- 
tographer supplies, in the Merchan- 
dise Mart, Chicago. 


SIGNS sighs PORCELAIN 
SIGNS PORCELAIN SIGNS 
PORCELAIN SIGNS PORCELAIN 


For information write 


SAMUEL STAMPING & ENAMELING COMPANY 
516 N. CHARLES ST. BALTIMORE, MD. 


RADIO EVENTS, INC. 


AN reenences RADIO PRODUCING GROUP SERVING sovetns AGENCIES 


a private 


Actual | pure whites and stands out in your comprehensive layouts like real pho- 


Made on either MATTE or GLOSSY paper and costs but a 


AD MEN RAVE OVER 
ATLAS CREATION 


New and Better kind of Photostat 


It's been a winner from the word "go"—this new kind of photostat just 
recently created by ATLAS. There's nothing like it and any Art Director 
who hasn't seen the ATLASTAT is missing a bet! 


The ATLASTAT reproduces more tones and more snap than the best of 


ordinary photostats. 


tographs. 
few pennies more than photostats. 


Records ALL tone values from extreme blacks to 


Call ATLAS today for comparative 


samples that prove you, too, want ATLASTATS. 


ONLY ATLAS MAKES ATLASTATS 


ATLAS PHOTO COPY CO., General Office, 225 No. Michigan Ave. 
4 Chicago Locations @ All Phones: FRAnklin 3470 
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TIE-UPS WITH | 
CORONATION GO 
IN HIGH GEAR 


(Continued from Page 1) 
hotel accommodations and points of 
vantage along the procession route. 


Travel Agencies Active 


Travel agencies throughout the 
country, the largest of them Thos. 
Cook & Son, and Raymond-Whit- 
comb, Inc., New York, have also pro- 
moted the event vigorously. The 
Nassau Development Board, through 
Kelly, Nason & Winsten, Inc., has 
ontracted for space in the special 
ocean newspaper edition. 

Although plans have not as yet 
been completed, it is possible that 
Johnnie Walker Scotch may shortly 
release a campaign tying in with 
the coronation. The agency is J. M. 
Mathes, Inc. 

Elizabeth Arden will feature 
“Royal Makeup” in women’s maga- 
zines, April issues. A full page in 
color is scheduled for Vogue. I. Mil- 
ler & Sons will also employ the 
coronation theme in general maga- 
zines, in The New York Times and 
probably other newspapers, and in 
elaborate window displays. 

Co-operation furnished by the Brit- 
ish Empire Chamber of Commerce 
indicates that the majority of large 
New York department stores as well 
as others throughout the country 
will feature window displays tying 
in with the coronation spectacle. It 
is probable that these displays will 
feature feminine style, inasmuch as 
leading dress designers this spring 
have concentrated their efforts al- 
most entirely on sales opportunities 
offered by the coronation. 


Hours Are Unfavorable 


Major broadcasting chains have 
formulated plans for a complete cov- 
erage of the coronation but no com- 
mercial tieups with the event have 
yet been scheduled. 

One of the reasons given for the 
absence of commercial angles is the 
time of the coronation procession 
which will take place during the 
very early hours of our morning. 

Owens-Illinois Glass Co. is spon- 
soring a “coronation” contest at the 
present time in co-operation with 
coffee concerns in New York, Chi- 
cago, Cleveland, Philadelphia, St. 
Louis and Denver. The broadcast 
s being carried over the Mutual 
Broadeasting System network and 
first prize will be a trip to England 
for two and front seats for the coro- 
nation procession, 


Beacon Picks Buehler 


Paul E. Buehler, president of the 
Columbus Advertising Club in 1932, 
and for 10 years in automobile sales 
promotion work, has been named 
Sales manager of Beacon Mutual In- 
demnity Co., Columbus. 


Selects Sieck 
Insect-O Products Co., Berkeley, 
al has appointed H. Charles 
Sieck, Ine.’ Los Angeles, to handle 
ational advertising of Insect Spray 


LIi1T 
Alll,, 


AIRING COPY 


Views of Phe News 


BY MANCHESTER BODDY 


Les Angeles Daily News, Febreary 17th 


it has made the headlines 
recently with the most 
spectacdlar crash of the 
season) has dispatched 37-1 
000 flights between Los 
Angeles and San Franc 
cisco, carrying $7 
se, 


A CONVERSATION 
about air travel took 
place recently in the y 
lof a Los Angeles hotel. 
The talk went on and on, 
leaping from one exagger- 
lation to another. No one, 
apparently, was possesse 
{ fects, or, if 


This editorial comment in the Los An- 

geles Daily News after a recent airplane 

crash was lifted bodily for a rapid cam- 

paign by United Air Lines in a large 

list of West Coast newspapers in 138- 
inch space. 


Editorial on 


Air Crash Used 
in Copy by UAL 


Chicago, March 4.— United 
Lines last week swung the force of 
advertising behind a rapid campaign 
to offset possible public recoil follow- 
ing an airplane crash on the West 
Coast. 

The effort was keyed to the edi- 
torial column, “Views of the News,” 
by Manchester Boddy in the Los An- 
geles Daily News in which figures 
on airplane fatalities per mile trav- 
eled between San Francisco were re- 
lated. 


Experts Given Jolt 

The column was reprinted in full 
in 138-inch copy in newspapers 
throughout the Coast area and offi- 
cials of the company here revealed 
today that the advertising effort 
was undertaken against advice of 
many experts who said, in effect, “‘be 
still; the public will forget.” 

At the same time figures on the 
amount of editorial space devoted to 
the plane crash and statistics on air- 
plane accidents were reported by the 
company. Officials said San Fran- 
cisco area newspapers devoted 247 
pages of editorial matter to the 
crash, or 20,118 lines, more than was 
devoted to the 1918 signing of the 
armistice, the Mooney trial or the 
recent tragedy in which 10 men were 
killed in a fall from the new Golden 
Gate Bridge. 


Designs Tea Package 
to Prevent “Toppling”’ 


Sprague, Warner & Co., Chicago, 
has packaged its Richelieu and Fern- 
dell brand tea in a new tin container, 
lithographed in silver, red, black and 
white. 

Contents are protected by a “sec- 
ond-cover” which fits snugly inside 
the tin. The outer cover has a set- 
back effect which permits the top of 
one tin to dovetail into the top of 
another, thus making possible sturdy, 
mass displays without danger of 
toppling. 


New Jackson Agency 

Dixie Advertisers, Inc., advertising 
agency, has been organized at Jack- 
son, Miss., with George W. Godwin as 
general manager. 


New Post for Flanagan 

T. F. Flanagan has resigned as 
Kansas City representative of WREN, 
Lawrence, to join the advertising 
staff of the News-Press and Gazette, 
St. Joseph, Mo. 


GIBBONS KNOWS CANADA 


| J. J. GIBBONS LIMITED - ADVERTISING AGENTS & 


REGINA 
CALGARY 
EDMONTON 
VANCOUVER 


The 3 
WRINKLING 

CURLING 
SHRINKING 


LAYOUTS+-DUMMIES-- MASKING 
PHOTO MOUNTING « every paper- 
joining need. 

TRY BEST-TEST FOR CLEAN, 


SPEEDY RESULTS 
AT ALL DEALERS 


FOR FREE SAMPLE, WRITE 
meee UNION RUBBER & ASBESTOS CO. rrenTON, N. J 


Air 


General Motors 
Again Largest 
Newspaper User 


Export Managers Plan 
Round Table March 30 


Various aspects of overseas mar- 
keting will be developed at the 20th! 
aunual get-together of export execu- | 
tives, sponsored by the Export Man. | 
agers Club of New York, Inc., to be} 
held at the Hotel Pennsylvania, | 
March 30. 

In addition to morning, 


(Continued from Page 1) 


afternoon | With Liggett & Myers Tobacco Com- 


and banquet sessions, there will be|Pany. American Tobacco Company 
separate luncheon meetings including | jumped from seventh in 1935 to 
a general get-together and three other| fourth in 1936. Ford Motor Com- 
sessions devoted to foreign credits,| pany, which held fourth place in 
collections and exchange, to drugs, 


1935, fell back to fifth in 1936, using 
about the same lineage. P. Lorillard 
Company moved up from eighth in 
1935 to sixth in 1936. 

Chrysler Corporation held seventh 
place in the 1936 ranking, compared 
with fifth in 1935. Lever Brothers 
Company is now in eighth place, 
compared with sixth in 1935. Two 


chemicals and cosmetics and to auto- 
motive machinery and hardware. 


Hand bes C opy Boosted 


The National Authority for the 
Ladies’ Handbag Industry has an- 
nounced that 108 advertisements on 
handbags appeared in New York 
daily newspapers during January, for 


a total of 18,244 lines, averaging 169 distillers, Seagram-Distillers Cor- 
c Om 5, . oi . - 

lines per advertisement. Style was poration and Schenley Products 
emphasized in 53 of the advertise-}Company, have taken ninth and 


ments and price appeal in the re-| tenth places, respectively. 
maining 55. | The second ten leaders in 1936 use 
—ene | of newspaper space are as follows: 
|General Foods Corporation, Procter 
Guttenberg Promoted P 


& Gamble Company, Sterling Prod- 
Edgar E. Guttenberg has been ap- | 


. xi : jucts, Inc., Standard Brands, Inc., 
pointed publicity msnager of : alvet | Kellogg Company, Socony-Vacuum 
Maryland Distilling Co., New York.|_.,, 2 : ia : et 

he 7 : | Oil Company, Colgate-Palmolive- 
He will also continue as assistant to| — : picid vaiiaas Mintle 
William A. Jensen, national sales pro-| Peet Company, Frankfort Istil- 
motion manager. leries, Inc., H. J. Heinz Company 


and Hudson Motor Car Company. 
Most of these names appeared in 
the first 20 last year. 


Car Field Is First 


While a complete analysis of the 
1936 figures has not yet been made, 
the indications are that the automo- 
tive field will repeat its 1935 record as 
the single largest user of newspaper 
space. The grocery field held sec- 
ond place in 1935, while the tobacco 
industry came third. If there is any 
change, it will probably be in the 
ranking of the distillery industry, 
which was in fourth position in 
1935, and which relied even more 
heavily on newspaper advertising in 
1936. 

A study of the individual figures 
given on Page 21 provides a fasci- 
nating picture of the ebb and flow 
of activity in every business sphere. 
The sweeping decline in volume of 
steamship advertising, for instance, 
gives an outline of the recent marine 
strike and its far reaching conse- 
quences. Equally dramatic ex- 
amples of prosperity are recorded 
by the greater lineage used by 
other industries. 


Plans Magazine 


The World Observer, a monthly 
magazine, will be launched by The 
Lucis Publishing Co., New York. 


We drive your selling message straight and 
true into the seven top-spending counties 
of Northern Ohio ...and without Knocking 
the daylights out of the advertising budget! 


W:-G-AR 


CLEVELAND'S FRIENDLY STATION 
John F. Patt, Vice-President and General Manager 
Edward Petry & Company, National Representatives 
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RETAIL LINEAGE 2°", cee" Index of Retail Activity in 77 Important 


ured in this Index show a total of M t 
AGAIN HITS NEW 146,943,885 lines of retail display ad arke MS 


vertising for the period reported, 


cmniand 000 $0000 tens ta the O6r Based on total retail advertising volume in all newspapers in each city. 
PEAK FOR YEAR responding period of 1936, a gain of (Copyright, 1937, by Advertising Publications, Inc.) 


9,836,079 lines. 


Indianapolis, Ind., and Toledo, O., 


‘ = % Gain > Gain 
oe ” : 7 - are included in the Index of Retail 9-Week 9-W eek 4-Week or Loss. or Loss 
Chicago, larch » Potal retail Activity this week, again increasing Period Period Period 1937 1937 Week Week % Gai 
display advertising carried by all|the number of major markets in- Iended 7 Ended : Ended : over ovet : Ended ; ended _ or 
newspapers in 77 major cities this cluded in the tabulation City March 2, 1935 Feb. 29, 19236 Feb. 27, 1957 1935 1936 Feb, 29, 1936 Feb. 27,1937 Loss 
vear through Fel 27 was 7.2 per 5. : Akron, O 2,332,283 2,282,098 2,502,083 t7.3 9.6 243,506 346,955 + 42 
seks — io “a Weekly Gain High Altoona, Pa 986,279 976,738 1,079,204 + 9.4 10.5 177,32 177,345 
cent ahead of the corresponding pe Atlant § (ia 2 017.834 2 165.590 2.27 ‘744 12 5.0 280,728 302.386 7 
5 c a | ~ , > eave ‘ . > > Pn 7 4 atite re “-; ‘ ” ~ PDOs a,eto T =.4 e ~ vbw 7Ve,o 7 6 
riod of last year, the highest per : es hess ny " n days == a! eb. dik | Baltimore, Md 3,048,756 3,061,524 3,329,228 9.2 +8.7 356,201 395,202 +10.% 
cent of gain shown at the end of | "@WSPapers In the measured cities | Birmingham, Ala . 1,498,658 543,23 1,939,210 +29.4 25.7 225,330 279,748 +249 
| carried 19,234,477 lines of retail dis-| Roston, Mass 3,287,100 2,912,344 3,141,330 4.4 £79 300,923 312,365 $3 
play advertising, against 17,755,968 | Bridgeport, Conn 1,108,274 1,129,856 1,174,948 + 6.0 + 4.0 129,948 147,420 +1 
|lines in the compared week of 1936, | i ‘. Y 2,250,374 2,134,574 2,479,316 2 t + 270,928 307,734 rt 
. : wor : ‘ Camden, N. J.. ‘ 582,187 084,155 651,024 + 11.8 + 4 59,000 70,771 r 19.9 
a ge ( HOS S ’ 3.3 ae - o i mt > - 
|} a gain of 1,478,509 lines, or 8.3 per! (cqar Rapids, Ia...... 672,504 657,916 731,346 + 8.7 + 11.2 124,054 101,962 —I17.s 
| cent. ; __| Chattanooga, Tenn. ... 1,088,238 1,018,776 972,632 10.6 —4.5 160,532 141,888 —11.6 
Detailed figures on each of the 77| Chicago, Il. . 4,239,480 4,275,704 $,892,419 + 15.4 +14.4 500,366 585,275 +16.9 
| cities included in the Index of Re-|Cincinnati, O. aye 2,437,844 2,375,823 2,474,242 $1.5 + 4.1 261,915 308,291 +17.7 
|tail Activity appear in the tabula- pte — = naan Sees shining dint acs petit ras “ 
. . olut s, ; : : ~~ *eabee . ... . wethas conwes oe ee soe» 226,6 245,6) 
| tions on this page. tans = = se = “ - *~ “ : 
; RIE 2B ; eerie _| Dallas, Tex . 2,867,468 3,327,819 3,277,336 +14.3 —1.5 163,835 467,854 +0.9 
A comparative table of gains Or] Dayton, O. . 2 183.974 1.968.904 2.181.830 —_0.1 110.8 214.284 282 '982 1 39 | 
losses for each weekly period in | Denver, Colo 1,578,150 1,547,063 1,563,820 —0.9 +1.1 186,045 179,855 wm G3 
1937, taken from Index totals, fol-| Des Moines, Ia 999,696 931,401 999,447 pats + 7.3 110,693 111,53 + 0.8 
Say | Detroit, Mich, . s 3,087,989 3,074,130 3,381,339 + 9.5 + 10.0 340,602 416,735 +294 
lows: : , ded. | 
; a) eS eee . 1,049,216 1,008,896 1,273,488 $21.2 +26.2 115,876 73,796 = 49.9 
4 ! oe . »S | Evansville, Ind. 1,817,382 1,911,574 1,601,656 —11.9 16.2 232,036 255,23 +10.0 
eanuary » 8.5) Ball River, Mass - 488,019 514,461 544,424 +11.6 + 5.8 61,518 59,945 —2.6 
L J uary 16 4.0 
aay ae 0! lint, Mich. ...... ... 1,325,758 1,357,048 1,242,332 a~§.3 8.5 145,390 163,954 +12.s | 
- aednined om t f | Fort Wayne, Ind..... 1,546,314 1,624,748 1,672,993 +-§.2 +2.9 197,190 199,038 +09 ' 
. Januar ” To 
° . aaa - iary ever r rare 75 ) 797,2 057,550 + 40.2 + 32.7 108,211 38,475 + 27.9 
OO man sta February 6 ig5| Gary, Ind 94,464 797,211 1,057,55 r 47 t2é : 
I l Y + wors eehemney 13 t¢9|Grand Rapids, Mich. 1,268,972 1,266,678 1,595,412 $25.7 +25.9 148,050 190,680 +28.s ; 
place a too-easy standard “Set apthenapsh aero L196 | Greenville, S.C 860,300 791,372 982,591 +14.2 +24.2 128,522 127,036 —1.2 
of quality on 'stats—con- ateinoe Se 433 | Houston, Tex. ........ 2,000,642 2,047,108 2,377,004 +18.8 +16.1 239,848 288,540 +20.3 } 
sequently refraining to use | Indianapolis, Ind. 2,364,289 2,385,684 2 680,839 bs 13.4 112.4 299,796 346,822 +15.7 , 
' e ° | Jersey City, N. J 332,816 362,291 348,403 +-4.7 3.8 $7,030 35,989 —23.5 
— in their many money- e ssavs Kansas City, Kans 3 330,148 420,23 +29.2 +27.3 42,812 47,320 +10.5 
and-time-saving ways—thus tu nt VY | Knoxville, Tenn. 1,: 1,404,088 1,416,982 $14.7 +0.9 188,566 151,312 —19.8 s 
losing time ae and Little Rock, Ark.. ' 1,421,: 1,422,974 1,422,914 + 0.1 201,194 194,264 —3.5 
‘ ' 4 Los Angeles, Calif RNa ane 3,784,677 3,918,523 8.5 408,879 $26,681 +4.4 1 
effectiveness... . No ue | tO Feature Life coe Sete | a 
° . Lynn, Mass. .... ne 1,579,130 1,497,412 —8.2 —3.2 180,418 151,872 —15.8 } 
TELLING you all this — you | Manchester, N. H...... 520,610 518,637 —3.5 as 68,791 46,248 —32.s - 
must SEE it to understand | INSurance Week, *:1ns 7 1.647.562 1,676,084 os 6 CC 
: “ | | Milwaukee, . a 818,913 ,835,3 -+ 9 + 43.6 234, 296,473 + 26.7 
the amazing perfection and See | Minneapolis, Minn. ... 2,247,951 2,297,583 +7.3 +5.0 251,011 49,663 —0.5 i 
wise usefulness of Rapid | New York, March 3.—An essay | Nashville, Tenn. ...... 1,106,504 1,074,668 —2.2 + 0.7 157,780 158,674 +0.6 t 
' ° : “ |New Bedfor ass 51,43 511,25 +17.1 +3 9,7 54,908 - 
Stats. ... And that is up |} contest open to high school students | N°W Bedford, Mass... iahieae tele ree oy $9,036 $4, 10.4 
. . Ave é nl, ° ‘a + Oe BROS »t00,000 eves ‘ %, &, be —_— ‘ 
| : New Haven, Conn 1,455,63¢ + 0 174,006 72,788 0 
to you: Will you risk ten throughout the country will be an| New Orleans, La... . 2,904,110 3,116,810 11.3 + 3.7 334,122 364,194 + 9.0 
minutes’ time, or a letter | innovation in connection with this |New York, N. Y.. 8,986,356 9,649,481 +14.7 + 6.9 1,089,448 1,107,058 4.6 
for samples on our state- |year’s observance of Life Insurance | Brooklyn, N.Y 1,075,877 1,023,734 1,109,916 3.2 + 8.4 112,901 102,998 ——8.8 n 
ie | Week, May 17-22. A dozen subjects | Norfolk, Va. .. 1,427,776 1,422,134 1,524,362 +68 + 7.2 168,406 189,826 +12.7 f 
ment that Rapid can show all nee iia hak: dienes Boa, 5 i, <omeee 1,136,361 1,123,859 1,097,998 cal 2.3 147,626 124,264 —15.8 m 
you ways to save an hour, i. relating = life pancho: have Oklahoma City, Okla 1.603.812 1,669,514 1,771,238 110.4 6.1 250,530 270,998 199 , 
| been suggested, contestants having | Peoria, II 1,710,058 1,599,055 1,719,592 + 0.6 + 7.6 198,156 214,288 +81 & 
n mon ‘ . : : : : : ’ 3 - - 
and mo sy, tee, ati day? |their choice of any of these for let-| Philadelphia, Pa 1,440,855 4,433,711 4,807,913 + 8.3 +8.4 506,251 582,321 + 15.0 f p 
ters not to exceed 300 words. Local | Phoenix, Ariz 1,209,358 1,227,744 1,196,538 oe —2.6 159,054 143,668 —9.7 L 
: : : ittsbureg rg 3,643,922 3,530,15 3,810,6 + 4.6 +7.! 5,88 513,646 1. 23.5 
® prizes will be awarded and the win- | Spire aies ie t. = “ : wi i yo ae : + ; 9 : os sik a6 ote 90). ° 
P ‘is . . } © and, ee A) i ’ ,§( lc 0b ele ob T7 Wee 2U05, o40.0% - 2 
ners will be eligible for a national) providence, R. | 1,986,245 2,013,883 2,028,488 2.1 0.7 258,199 246,476 4.6 
GIANT PRINTS competition in which $1,500 will be | Reading, Pa 1,442,938 1,267,434 1,539,790 $6.7 +21.6 38,502 175,420 +267 D 
5 paid. |} Richmond, Va. 1,804,558 1,841,686 1,865,822 3.4 + 1.3 237,762 243,096 + 2.2 n 
ee STAT Ss ee Newspaper promotion of Life In- | Rochester, N.Y 2,613,086 2,665,174 2,953,660 43.0 38,6 ocuere Mt dig ese Pay ‘a 
; : Rock Island-Moline... 1,191,960 1,278,564 1,382,108 f 15.9 + 8.1 139,412 150,934 + 8.3 
surance Week will be centered prin- aetna, Cnet 1999 481 1308511 1356 894 9 7 153.878 183-764 L194 h 
sfvea —_— s serereiaan te akiis re oo : ee ; ’ 
ae cipally in new spape rs, insertions yf \Wan Apiouic, Pox 816.137 1.024.051 1.022 896 on 3 01 122521 124.397 1h 
600 and 1,000 lines having been | San Diego, Calif 1.949.236 2 273.782 2,454,270 25.9 + 7.9 261,548 242,480 —7.5 Tr 
scheduled through Young & Rubi-| San Francisco, Calif 2,269,860 2,393,788 2,451,685 8.0 2.4 329,505 335,913 $13 a 
‘am, the agency i harge. Seattle, Wash. . . 1,564,332 1,556,250 1,593,138 1.8 + 2.4 176,064 208,664 +18 of 
oe : shoud in charge. About South Bend, Ind....... 1,248,544 1,190,830 1,472,72 17.9 23.7 136,318 167,378 t+ 22.8 
150 leading life insurance companies - - = = WwW 
, - Spokane, Wash. 1,013,391 1,152,834 1,178,296 1¢ 4 142,558 140,280 —1.¢ 
are sponsoring the fifth annual cele- ist Louis, Mo. 2.729.680 2 564,225 2 985.460 4 16.4 869.415 $16,195 1497 de 
COPY SERVICE co bration, while local underwriters’| st. Paul, Minn 1.906.825 1,890,058 1,905,515 0.1 + 0.8 261,027 265,656 4:9 
- groups will contribute heavily | Syracuse, N. Y. ev 1,525,135 1,575,015 1,697,236 +11.% + 7.8 198,793 2O8,159 4.7 
. y - vas wht : 4d mS *.| Tacoma, Wash. ree 779,772 911,136 1,022,568 31.1 iy 123,606 140,994 114.1 
6 BRANCHES: NEW YORK, 415 Lexing- | '!"0U8H local radio and newspaper eno Pla ois 510 901,104 052,994 8.4 5.8 117,320 112,686 3.9 
é rertising i i "esses ‘ivic . soe cae = : ‘ spe ies : 4 P Aa Pa abesbahes . 
ton, 444 Madison, VAnderbilt 3-3680. sot ' is ti a a6 to Civ Toledo, Ohio ‘ Sere rete sis ae 238,844 252,074 5 i 
and educational organizations. een nt. Cc ® 698.380 2.450.444 3,375,817 a7 $9 {OR N34 410.328 10.4 
CLEVELAND, Ninth - Ch 7 : : ; roronto, Ont., an 5,698.3 3,400, sed bad, ‘ s8a 10,96 
on : ester Bidg.. George L. Hunt, vice-president, | Tulsa, Okla 1,378,894 1,435,266 1,421,686 + 3.1 0.9 199,752 177,002 11.4 ms 
in 9335 @ CHICAGO, 110 So. Dear- New England Mutual Life Insurance | Washington, DPD. C $4,862,824 5,328,008 5,714,778 + 17.5 + 7.5 619,784 644,141 +o. . 
born, 228 No. La Salle, 360 No. Michigan Company. is chairman of the com- | Worcester, Mass. 1,713,352 1,627,768 error 1.1 } : : tie peeaee 14.8 li 
: R 2 7 gsto $325,248 797 356,262 + 2.3 ‘ 70, 5,63 +28 
Ave., STAte 5977. mittee in charge of Lite Insurance | YCUNBStOwn © vere cise sal Pn as cassis be 
Week. Total 125.105.457 137,107,806 146,943,885 + 8.8 + 7.2 17,755,968 19,234,477 + 8.3 
Kelvinator Gives 
. D; 
Home in New Contest “ 
Kelvinator Corporation, Detroit, to 
ae io eete err es rar Sl will embark on its first big-scale br 
° Looe ; ee iain radio program in many years March ha 
NOVEL FOUR-PLANE WINDOW DISPLAY © 6, with Saturday night half hour 


sane caocevat® 


tt scheduled for 13 weeks over the Co- 
. .. HIGH, -LITHOGRAPHED IN FULL COLOR 39 lumbia Broadcasting System. i 


“Prof. Quiz” will be featured A 
along with two prizes one of which 


is closely tied up to the Kelvinator 


spring and summer merchandising HOTEL RATES 
plan. 


One contest will have as its first 
prize a Kelvin) home, completely 


equipped with Kelvinator air condi- Now from $f 
e 


tioning for winter and summer. The 
program is being scheduled through 
the Detroit office of Geyer, Cornell & 
Newell, Inc., Kelvinator agency. Must think-you can now 
a enjoy the comfort and lux 
Acquired by Schenley _ ury of the Auditorium. Hotel 
The Bernheim Distilling Company. for as little as $I5° a day | 
New York, has announced that its . . 
business and its subsidiary, Belmont for a room without private 


| 
Distilling Co., will be acquired by bath or from $25° a day with | 


Schenley Distillers Corporation, private bath. A splendid 
under terms of an agreement now . 

being drawn up. location — every COnven: 

—_— ience —in an atmosphere 

Schloss Expands of luxury at low cost. 


Schloss Poster Advertising Co.. | 


Charlotte, N. C., has launched a pro- MICHIGAN AVE. AT CONGRESS 


gram into additional territory along 


‘ith its present operations in ¢ um- 
MERCHANDISING KNOWLEDGE + CREATIVE ABILITY - PRODUCTION SKILL ber of "towns in ‘the Carolinas CH ICAGO 


Plants will be constructed in Rock 


Hill. S. C.. and other towns. | ‘Nas é 
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SHOTS FIRED ON 
ADVERTISING AT 
U. OF CHICAGO 


(Continued from Page 6) 
mercial, 


fessor 


competitive 
Kornhauser 


Pro- 
**Per- 


system,” 
declared. 


haps the most serious and pervasive | 
influence on | 


of these effects is the 
people’s entire system of values and 
expectations in life.” 

Professor Kornhauser does not ex- 
pect much “spontaneous” help in 
this direction from the advertising 
field itself. 

“I feel,” he said, “that advertisers 
will improve themselves only as far 
as they believe they must, in order 
to avoid more drastic control by con- 
sumer organizations, by the govern- 
ment, or by aroused public opinion.” 

Frank H. Knight, professor of eco- 
nomics, told ApbverRTISING AGE that 
one of the problems he places before 
his students is the “large” propor- 
tion of the cost of a product which is 
due to advertising, sales promotion 


and selling, as compared with the 
cost of manufacturing, or actual 


handling of the product. A consid- 
erable part of this promotional ex- 
pense is necessary under any large 
scale operation, he said. 

“Ballyhoo” occupies a 
place in advertising, Professor 
Knight asserted. But, he declared, 
“ballyhoo” is omnipresent in all 
fields of human enterprise, and there 
is no special blame to be attached to 
the advertiser who employs it. 


prominent 


Urges Defense Move 


Attacks upon advertising as an 
“economic waste,” by university pro- 
fessors of economics constitute a 
serious menace to advertising, Frank 
C. Hamilton, vice-president of Chap- 


pelow Advertising Company, St. 
Louis, told the Chicago Sales Ex- 
ecutives Club Feb. 25. 

Other destructive criticism, he 


pointed out, is coming from consu- 
mer co-operatives, Consumer’s Re- 
search, Ine., women’s clubs, and 
home economics associations. 

Mr. Hamilton urged strenuous ef- 
forts to meet the onslaught upon 
advertising, which he termed “one 
of the main civilizing forces in the 
world, and the greatest expression of 
democracy in the United States.” 


Gets Marmite Account 


Vickers and Benson, Toronto, have 
been appointed to handle advertising 
of Marmite, British yeast food dis- 
tributed in Canada by MacLaren- 
Wright, Ltd. Newspapers, trade pub- 
lications and medical journals will 
be used. 


Dairies Pick Agency 
The Fairfield-Western Maryland 
Dairy, Baltimore, and the Chestnut 
Farms-Chevy Chase Dairy, Washing: 
ton, D. C., have appointed McKee, Al- 
bright & Ivey, Inc., Philadelphia, to 
handle their advertising. 


Joins Rickard 
James R. White has joined Rickard 
and Co., Inc., New York, as a vice- 
president. The agency has been ap- 
pointed to handle advertising of Hel- 
ler Brothers Co., Newark, maker of 
files and small tools. 


— 


Prepares for Television 


the Hotel William Penn, Pittsburgh, 
has recommended to the board of di- 
| rectors that every room be wired for 
television. The Waldorf-Astoria, 
| New York, is already so equipped. 


” 
Now “Ebersold, Inc. 
Fred H. Ebersold has acquired all 
interests in Ebersold-Oliver, Ince., 
Chicago. The company will be known 
as Fred H. Ebersold, Inc. 


Gerald O'Neill, general manager of | 


for 


duced and 


Plan National 


barbers’ supplies. 


Sayta is said to be 
| New York, March 3.—A new de-;| deodorant, but als« 
| odorant, Sayta, with national dis-| for use after shav 
| tribution obtained during the past 


six months in drug and department 
| stores, will shortly be featured in| 
national advertising. 

Plans are now being made for this | 
phase of the product's promotion, 
which hitherto has been confined to 
newspaper space placed by stores | 
when they first stocked Sayta. 
page copy appeared in New 


to any fabric. 
Lucerna 
agency in charge. 


Doubleday, Dorai 


| Toronto, have app 


York, 


and also in Miami. advertising. 


| , 
. The makers of Sayta, Lewis)! : 
Lewis Brothers brotiers inc. | Zenith Moves Into 
marketed Vitalis 
dressing which they sold to Bristol- 
Myers Company about four years | 


Drive for Sayta «. Their principal business is in which it 


Company, 


Name Hayhurst | 


Hayhurst Co., Toronto, to direct their 


many years pro- | L 
arge New Qua 


Zenith Radio Corporation, Cl 


hair | 


Grunow 
recently purchased. 
|ing four city blocks and capa 


not only @| producing 10,500 radio sets 


» a lotion suitable 
for 


ing, or relief | est radio plant 


of athlete’s foot, while non-injurious | floor. 
| A special section will be devoted to 
automotive radio engineering, design 


Inc., is the 


|}and manufacturing, a Zenith di 
| which is being expanded. 


1 & Co. (Canada), Stanley Nowak has 


ointed the F. H.|trographic Corporation, New 


near future. 


rters 
1icago, 


has moved into the former Grigsby- 
plant at 6000 Dickens ave., 


Cover- 
ble of 
every 


eight hours, it is said to be the larg- 
in the world on one 


vision 


Leaves Electrographic 


resigned as 
Full |}and Longmans, Green & Co., both of | general sales manager of the Elec- 


York. 


He will announce his plans in the 


HARTFORD TRADING TERRITORY— 
A “MUST” ON EVERY SCHEDULE! 


New England outside of 
ton. 


A FINE HOTEL 


in the 
GRAND CENTRAL ZONE 
Opposite the Waldorf-Astoria 
e 
Single, $4 Double, $6 
Featuring two-room suites from $8 
daily, Serving Pantries, Electric Re- 
frigeration. 
* 
Special monthly and yearly rates 
* 
Excellent Restaurant 
and 


| 

| Duplex Cocktail Lounge 
Air-Conditioned 
Music during Cocktail and 
| Dinner Hour 


HOTEL 
125 EAST 50th ST. 


WM. A. BUESCHER, Monager 


NEW YORK 


are GETTING RESULTS! 


G. FOX & CO. 


Largest department store in 


Mr 


r 
Hertforg + 


You wi 
49 »057 — 


or our err 
ort 
the figure wi 


nion 
And ou 
in Metrop 


Litas 
olit 
S0es lergely to 


Bos- 


A STRATEGIC AREA WITH 
ONE PAPER COVERAGE! _ 


td H. 
Publishes Conlena, 


Deer yr, Conlana. 


&rge 
Our opi percentage of the = ae 8 


‘nner ne SFOXEC 


HART 
FORD CONNECTiCgy StEPMOME 2.545, 


Nov, 13, 1936, 


The He 
Onn, rtford Courant , 


be 


interest 
ed 
rect 8re located cute; approsne 


S in this 

v a 

1l reach 50% In romtsin = 
e 

ew Paper meaier ford Cou 


Coverage that wo 10 this 
Pert 


rant a 
fiela. 


sti a 
aettions show 


ord or us that wh 
People who have 110° ether 


Yours truly 
’ 


Here is one of the richest and most responsive territories in the whole United 
States, concentrated in a trading area that can be reached by one newspaper. 


With Hartford, the city of Insurance and Manufacturing, as a center, prosperity 
has returned to this whole area. Industrial employment is exceeding 1929 levels. 
The large aggregation of wealthy people who have made central Connecticut one 
of America’s richest localities are spending again. Business is booming. The Hart- 
ford Courant’s circulation is rising rapidly and concerns advertising in its columns 


Long known as the country’s Best Test Market, Hartford and its trading area 
deserve first consideration in your schedules. And The Hartford Courant is the 
newspaper that will enable you to cover ALL the market! 


Che Hartford Contant 


A Connecticut 


HARTFORD 


Largest Morning and Largest Sunday 
Newspaper in Connecticut 


The Hartford Courant, America’s oldest newenanes 
has been a Connecticut Institution for over 172 
years. ith Associa Press membership. a 
nationally famous editorial staff and over 80 regular 
features, it has an exceptionally high degree o 
Reader Interest which guarantees unusual attention 
to your advertising. National winner of the N. W. 


Institution 
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ADVERTISING AGE 


March 8, 193) Mar 


The rates for this department are as follows: 


“Help Wanted,” “Positions 
“Representatives Available,” 
cash with order. 


per i 


rite for descriptive 
insertions. 


Wanted, 
30 cents a line, minimum charge $1. 


All other classifications (single insertion rates): 


Wanted,” and 
Terms: 


in., $2.76; 1 to 3 in. 
"$4.26; 10 to 12 in. 


" “Represeniatives 


7 to 9 in., per 


mint ga. 48. 
Polder” of specimen ads and discounts on term 


HELP WANTED 


POSITIONS WANTED 


oy Swe are Sales Promotion man for 
dustrial publication as assistant to 


sBvertioing manager. Must be able 


anted—Salesman to gn Industrial 
ign Services to nufacturers. 
rite to EK. W. Olson, 540 No. Michi- 


n Ave., Chicago. ei 

find the job want, tell the 
a ag | su poster cones 

ry er, 0 ur ons in 

“positions 'Wantea* ad. The rate 
only 30c per line) is exceptionally 
low for contacting this large group 


of advertising executive readers. 
Write to The Advertisin Market 
Place, ADVERTISING AG 100 E. 
Ohio St., Chicago. 


POSITIONS WANTED 


A PROFIT PRODUCING SERVICE 
FOR SALE—by a man of 40 with a 
background of twenty years success- 
ful experience in sales promotion; ad- 
vertising; promotional and public re- 
lation publicity; dealer sales and mer- 
chandising service; addressing dealer 
associations to promote better man- 
agement and sales methods; sales 
coaching; field distribution develop- 
ment and organization; market re- 
search; personally selling ideas, 
methods, plans and complete merchan- 
dising campaigns to dealers and 
salesmen. This man offers an excep- 
tional service at a reasonable salary. 
Now serving in the South, but willing 
to locate wherever the right oppor- 
tunity is offered. If your business re- 
uires an executive with profit pro- 
ucing ability, get this man’s history 
of experience and accomplishments. 
Address “Profit Producer,’ 
Box 1035, ADVERTISING AGE, Chgo. 


Executive Sales Manager, widely ex- 
perienced on four continents, now 
under contract with world-wide or- 
ganization, open for responsible man- 

erial or executive position in for- 

gn country, or traveling as a confi- 
dential investigator. Speaks several 
languages, proven promotional ability, 
idea man, long record as heavy pro- 
ducer and economical branch mana- 
ger, editor house organ. Single, 

entile, University education, impec- 
cable references. Can adjust present 
contract to become available imme- 
diately; not interested in average 


lary. 
Box Yo4s, ADVERTISING AGE, N. Y. 


Eight years as merchandising and 
romotional specialist. Past two years 
ndling Southern promotion for large 
soap company, Wide experience, from 
intimate mail campaigns to _ large- 
scale premium promotions. Vivid, 
practical imagination. Ability to de- 
velop unusual angles in merchandis- 
ing. I know how to sell, through any 
edium. Age 31. Excellent references, 
ersonal interview without obligation. 
Box 1037, ADVERTISING AGE, Chgo. 


TECHNICAL COPYWRITER: Mechan- 
ical Engineering Graduate, age 37 
married, family; 12 years Sales and 
Advertising, Business Papers and Di- 
rect Mail. Experienced plan, budget, 
schedules, rough layouts, copy. Inti- 
mate knowledge several industries. 

ow with N. E. Mail Advertising 

ouse. Seeks progressive connection 
manufacturer or agency. Starting 
ay. $3,000. Address 

ox 1034, ADVERTISING AGE, Chgo. 


VALUABLE ASSET TO AGENCY, 
PUBLISHER OR MANUFACTURER 


Eight years general Chicago agency 
experience. Young woman thoroughly 
familiar with advertising routine. Ex- 
perienced layout artist on magazine, 
Mewspaper and direct mail. Space 
buying and other departments. 

Box 1030, ADVERTISING AGE, Chgo. 


| LAYouT AND PRODUCTION MAN 
! 


New York—Five years agency experi- 
ence. Two years trade publishing. Has 
written some advertising copy. Age 
26. Adaptable. 


: Interested in change 
tox 1032, ADVERTISING AGE, N. Y. 


VERTISING ASSISTANT; 26, mar- 
ied, 8 yrs. experience in layout, pro- 
uction, copy; retail and national. 

eks position with progressive firm. 
od detail man, pleasing personality 
d A-1 references. 

x 1038, ADVERTISING AGB, N. Y. 


; fone gener ce salesman now em- 
oyed seeks connection with aggres- 


ADVERTISING MANAGER or azsist- 
ant. Creator sales producing direct 
mail and promotion campaigns. 3 yrs. 
copywriter large mfgr., 1 yrs, ad- 
vertising manager paper products 
mfr., 4 yrs. sales rep. present employ- 
ers, creative printing (N. Y. C.) Age 
32. Universit uate. 

Box 1033, AD TISING AGE, N. Y. 
ADVERTISING and ART ABILITIES 
Promotion Ideas—Creative Layouts— 
Copy Finish all art work. At it 20 
years. Desire connection Industrial 
field or small agency. 

Box 1031, ADVERTISING AGE, Chgo. 


Can you spare minutes with young 
man convinced of copy and typo- 
graphic gouty but ashamed of inex- 
erience 
ox 1040, ADVERTISING AGE, N. Y. 


ARTIST 4-year agency experience; 
layout, lettering and production. Ex- 
erienced on black and white draw- 
ngs for packages. : 
Box 1041, ADVERTISING AGE, N. Y. 


NEED A GOOD PRODUCTION MAN? 
Experienced in printing and publish- 
ing fields; young, alert, ambitious. 
Location anywhere. 

Box 1042, ADVERTISING AGE, N. Y. 


Te find the right employe to fill that 
job, state your requirements in a 
Fogg? Wanted” in these columns. 
The 30c per line rate is extremely low 
and the results excellent. Write to 
The Advertising Market Place, AD- 
VERTISING AGE, 100 E. Ohio S&t., 
Chicago. 


REPRESENTATIVES AVAILABLE 

Publishers’ representative, of experi- 
ence and wide acquaintance is avail- 
able in Chicago territory for one ad- 
ditional class or trade paper. Address 
Box 1036, ADVERTISING AGE, Chgo. 


ADVERTISING LAYOUT 


ADVERTISING LAYOUT, complete 
authoritative, and fully illustrated 
course of studies in Layout Design, 
Composition, and Interpretation. or 
layout men, copywriters, visualizers, 
layout teachers, and students. Short- 
est route to technical excellence and 
layout’ mastery. Develops creative 
capacity, accelerates productive speed, 
and increases earnings. Complete in 
4 volumes or serially as a home study 
project. Awarded Annual Advertising 
Award Medal. Milwaukee Advertising 
institute, 125 East Wells, Milwaukee, 

8 


MAILING LISTS 


ATTENTION!! 


MAIL ORDER DEALERS: 


Why not use our GUARANTEED 
CLASSIFIED MAILING LISTS to sell 
your goods. 


Send 25c for 100 trial 
names, 


ROSA LEE ADVERTISING SERVICE 
606 N. East Ave., Oak Park, Illinois 


MISCELLANEOUS 


DON’T BE SKEPTICAL!! 


You almply MUST investigate newest 
process which reproduces illustrated 
advertising literature, 
booklets, catalogs, etc. BExpensive 
typesetting and cuts unnecessary. 
Any size can be supplied. 

500 copies (8 texii”) 2.63 

Additional hundred copies 22c 
Send for free samples 


LAUREL PROCESS, 480 Canal St., N.Y. 


PHOTO POST CARDS 


The kind that build good-will and 
bring you business. Don’t fail to in- 
vestigate this new form of Successful 
Selling announcement and follow-up. 
Write for Samples and Prices. 
Graphic Arts Photo Service 
3rd & Market Sts., Hamilton, O. 


The Advertising Market Place 
is the only classified advertis- 
ing department of an advertis- 
ing journal of large circulation 
which is built to develop com- 
plete service for the reader and 
maximum results for the adver- 
tiser. Write for folder of speci- 
men ads and special discounts 
for repeat insertions. 
The Advertising Market Place 
Advertising Age, 


sales letters, 


Chicago 


PHOTOGRAPHERS 
PHOTOGRAPHIC ILLUSTRATIONS 


|The Nachman-Rhodes Advertising 

ency, Augusta, Ga., has opened a 

ch at Charlotte, N. C., in charge 

of Hugh A. Deadwyler. Offices are 
in- the Commercial Bank bldg. 


Fred G. Korth 160 E. Illinois St., 
4 139, ADVERTISING “AGE, Chgo. Chicago ' Phone SUPerior 8838 
2 x 

_ Opens Charlotte Branch New Kigo Cough Drops 


Kigo Medicated Cough Drops, five- 
cent over-the-counter product, has 
been introduced by McKesson & Rob- 
bins, Inc., as companion product to 
Kigo cough syrup. 


‘ 


Date’ a ae 


ADULT SERIAL 
DRAMAS REIGN 
ON DAY HOURS 


New York, March 2.—Predomina- 
tion of adult serial dramas in day- 
time hours and a trend toward 
lighter entertainment in the summer 
were disclosed in the report today 
of the Cooperative Analysis of 
Broadcasting, New York. 

The governing committee of the 
organization is made up of D. P. 
Smelser, Procter & Gamble Co., Cin- 
cinnati, chairman; George Gallup, 
Young & Rubicam, Inc., New York, 
treasurer; C. H. Lang, General Elec- 
tric Co., Schenectady, N. Y.; George 
W. Vos, The Texas Co., New York; 
L. D. Weld, McCann-Erickson, Inc., 
New York; and A. W. Lehman, 
manager. More than 160,000 set 
owners in 33 cities were contacted. 

The report, entitled, “Radio Audi- 
ences—May to September, 1936,” 
gives detailed information on more 
than 800 hours of commercial net- 
work broadcasting time. One hun- 
dred and sixty sponsored programs 
are analyzed according to 24 types, 
four income levels, four geographical 
sections and length of broadcast. 


More Dance Music | 

During daytime hours adult serial 
dramas were found to be the most 
popular, occupying half of the com- 
mercial network time before six 
p. m. During the summer months, 
the report indicates, there is-a de- 
cided trend toward lighter entertain- 
ment, with more time devoted to 
dance music, novelty shows and 
news commentators than in winter; 
also, a lesser amount of time is de- 
voted to serious programs such as 
drama, classical and semi-classical 
music. 


Advertising Managers 
to “Swap” Experience 
Members of the Advertising Man- 


agers Club of Chicago will have ac- 
cess to the experience records of fel- 
low members under a new plan, H. D. 
Wexelberg, president, has announced. 
A sheet will be filled out by each 
member, listing the products, distri- 
bution channels, media and forms of 
advertising, etc., with which he has 
had experience. Signed or kept an- 
onymous, as the member prefers, the 
sheet will be sent to all members. 


Plan Southern Meet 


The 1937 Southern Round Table 
meeting of the Life Advertisers As- 
sociation will be held at the Hermit- 
age Hotel, Nashville, May 6-7. Karl 
Ljung, assistant secretary of the Jef- 
ferson Standard Life Insurance Co., 
pe ree is chairman of the meet- 

gs. 


Founds “Jewish News” 


The New York Jewish News, a 
weekly publication to report the ac- 
tivities and outlook of the 2,000,000 
Jews in Greater New York, will make 
its initial appearance March 12, ac- 
cording to Earl D. Marks, publisher 
of Opinion, a monthly journal of Jew- 
ish life and letters. The new publi- 
cation, to be written in English, will 
appear in tabloid form. 


Promotes Mississippi 
The Advertising Commission of 
the State of Mississippi will spend 
$37,500 in Business Week, Fortune, 
Nation’s Business, Review of Re- 
views, and Time, and through direct 
mail to business executives to ad- 
vertise the State. Both campaigns 

will start the last week in April. 


Reed Jumps Fence 


Charles W. Reed, formerly adver- 
tising manager of Poultry Producers 
of Northern California, has joined 
the San Francisco office of Noee, 
Rothenburg & Jann, newspaper rep- 


‘| resentatives. 


Modess Changes Name 


The name of The Modess Corpora- 
tion, New York, has been changed to 
The Personal Products Corporation, 
following a decision to expand the 
line. The first item to be added is 
“Couettes,” a cotton pad product 


bought from Johnson and Johnson. 


HELPS RING BELL 


National Distillers Products Corporation 

developed this new cash-register-top dis- 

play use in bars, restaurants and 
liquor stores. 


LABOR GETTING 
BIGGEST PART OF 
NATIONAL INCOME 


To Recelve 70 Per Cont of 
Rising 1937 Total 


New York, March 4-—The con- 
stantly mounting share of the na 
tional income received by wage and 
salary earners, which has grown from 
54.8 per cent in 1910 to an estimated 
record-breaking 66.1 per cent in 1936, 
will be reflected in increased demand 
for quality and luxury goods, as well 
as stimulation for capital goods, the 
Standard Statistics Company de 
clared in a survey of shifts in the na- 
tional income, 

The survey predicted that the 1937 
share will be 70 per cent, including 
relief wages, which would be the 
highest share on record for wages 
and salaries. 

Current drives to organize labor, 
with recent increases in wage rates, 
overtime, and profit-sharing, together 
with Administration policy, were 
stated by Standard Statistics as im- 
portant factors in explaining the sit- 
uation. 


Other Income Shrinking 


During the time that wage and sal- 
ary payments drew increasing por- 
tions of the total income interest pay- 
ments have declined, principally 
since 1932, while profits or “entre 
preneurial withdrawals” shrank from 
26.2 per cent in 1909 to 16.2 per cent 
in 1935. 

The national income for 1937 was 
tentatively estimated by Standard 
Statistics as $67,000,000,000, while it 
ws expected that the 1936 total would 
be close to 60 billions, as against a 
total of $53,587,000,000. 

Wage and salary payments have 
been constantly increasing through- 
out the past 30 years, the study 
states, with the exception of the de- 
pression years, where the trend was 
temporarily reversed, due to the fact 
that wages and salaries were reduced 
more drastically than interest and 
dividends. 


Interest, Dividends Smaller 


Interest and dividends amounted to 
14.3 per cent of the total income in 
1929, as against 16.5 per cent in 1932, 
Standard Statistics reported, while 
entrepreneurial withdrawals ac- 
counted for 15.9 per cent in 1929 and 
16.5 per cent in 1932. 

The upward trend for wage and 
salary payments was resumed in 
1933, with 61.9 per cent of the total, 
which increased to 65.4 per cent, if 
federal work-relief wages are in- 
cluded. Comparable totals for 1935 
were given as 62.9 and 67.3 per cent, 
and for 1936 as 66.1 and 68 per cent. 

With a tentative estimate of 67 bil- 
lions as the 1937 income, 70 per cent 
that may go for wages and salaries 
would thus amount to nearly 47 bil- 
lions, as against $51,478,000,000 for 
1929. However the difference in the 
cost of living is reckoned as 12 per 
cent less in 1937. 

“Thus, every dollar received this 
year would be equal to $1.12 in 1929 


‘| dollars, which means that the total 


purchasing power of wage and salary 
earners in 1937 would be slightly 
greater than that at the peak 8 years 
ago,” the survey states. 

The reduced shares going to in- 
vestors and entrepreneurs will result 


in a total potential purchasing power 


—S= | — 
a, 
Good Salesmen “Way 
Back When”: Joseph 
Cincinnati, March 3.—There = 
were good salesmen even jp 
3000 B. C., Jesse M. Joseph, of 
Jesse M. Joseph Advertising Ma 
Agency, told members of the P 
Sales Executive Council of the a 
local Chamber of Commerce, Hinds 
Abundant evidence of big Dorot 
selling jobs is to be founq vat 
throughout the books of the gc. J 
Bible, and it took some mag. Wax 
ter salesmanship to carry Ge-C 
through some of the plans, ual 
projects and schemes recordeg penick 
there, he said. Verm 
vy-T 
Brer 
Flo 
that will be smaller than the Brer 
figure, but the sum will be “ Health 
as great as in 1929” and as will yg, am 
ume of consumers goods. americt 
The shrinkage in entrepreneurig Freez 
income during the past 30 years wy —& 7 
ascribed by Standard Statistics ty § %” 
the growth of corporate b Lime 
with resultant gains in returns to {p. old 1 
vestors, who are further aided by th, 4! 
new taxes on surplus earnings m Fad 
tained by companies. Crosley 
The incentive to pay out earnings Refri 
and thus avoid taxes was stated to - 
be a factor in preventing over-expap. ode 
sion of productive capacity, the ang. Bs Lov 
ysis pointed out. Expansion wou Welch | 
have to be financed by stock issue, § L 
and possible dilution of per-shar ps 
earnings, it was said. Pillsbur 
Higher labor and salary payments, Best 
while increasing costs, also result in § 7" 
expanded purchasing power, the sy. Sno-8 
vey comments, with greater output § Pennsy! 
absorbing most of the difference. The § ™¢tror 
automobile industry is cited as an § 
example of successful application of Coal 
high wages and low profit margins, Blue 
Blue 
Amer. 
Dr. Lec 
Haffenr 
PHOTOMATS JE= 
Radic 
peg ed BC 
catchers for every of 
» business. Out new every — “uesap 
‘month. Ridiculously low pany 
’ priced. Proofs FREE. Nation’ 
10 EAST 38 ST. NEW YORE & Willys- 


LEXINGTON 
CONVENIENCE 


() 


aves you time 
IN NEW YORK 


Thousands of travelers tell us 
that they find the Lexington the 
most convenient hotel in New 
York. And so it is! The location 
saves you all unnecessary steps 
—tight in the center of every- 
thing except turmoil. 


remember—room rates as low Phere 
as $3.50 a day. Prd 

Sea 
Lexington Features oar 
Every room with radio and Dearbor 
3 blocks from Grand == 


Near Radio City and smart 
shops. Garage in connection. 
Famous orchestras play 

in the gay Silver Grill. i, 


HOTEL 


LEXINGTON 


48th STREET at LEXINGTON AVENUE. 


Charles E. Rochester, Manager 
National Hotel Mcmagemes! 
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— 1936 1936 Advertiser 1936 1935 Advertiser 1936 1936 Advertiser 1935 1985 Advertiser 
Product No. of Total Product No. of Total Product No. of Total Product No. of Total 
nufacturer and Products Lineage Cities Lineage Lineage Cities Lineage Manufacturer and Products Lineage Cities Lineage Lineage Cities Lineage 
4 ¥ . ray Mercolizead W 169,6 50 Mo 152,617 48 ew 
ny. 259,456 246,877 erco! Oe See 69,654 61 
i _— bese m , niastet yt 99,197 43 comhis ae Tarkroot Beauty Mask......... 37,343 23 aftene - 
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ny Gray Creams.......... 56,405 is: in. ceutical s was .. foie oe Southern Bell Telephone & Tele- 
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~ + Toothpaste Be Seta do 1,876 16 73,671 21 Oakland Chemical Company...... 86 204,263 87 38,131 
a eesen & Son, Inc......... 259,299 18,710 | Sherwin-Williams Company ...... 62 203,032 60 172,958 , 
— tenn eageeie 12,427 62 18,710 7 Gorton-Pew Fisheries Company.. 33 201,201 31 180,639 
Wax a so (te ARE PES 70,637 apSQex VTS efx. a Gilmore Oil Company............ 10 200,201 7 193,722 " 
ie pouches tod SEAR 65,473 ad » Cate ls Cae oe Electric Refrig. Bureau ......... 9 199,079 15 216,150 
~ ih DR cavetoveccosss 50,762 44 evceee és Armstrong Cork Prods. Company. 36 199,605 
ae WewO, EABoccccsccccese 257,958 57,197 | Atlantic Coast Line R, R......... 42 198,583 86 130,105 
| —ai,.......... 128,727 31 57,197 18 Standard Oil Co. of Penn........ 7 198,160 . 261,469 
avin aie. a 55,673 5 AY wy John ¥, Jelke Company ......... 194,578 201,424 
i weenie Ginger bread : Good Luck Oleomargarine .... 185,838 59 190,680 52 
él on 54,992 diy haan ie Anodes al ania) nes mf Good Luck Mayonnaise ........ 8,740 6 10,744 11 
masts: Srehuste......... 18.661 3 ee cag a Geo. A. Hormel & Co........... 193,139 147,278 
7) at. Cemeintee. .... : 257,569 Stet b - Aic-ateibdnietetsetessatnte vers 192,926 26 137,217 21 
oat fy Beith nay tocviscst,.... 253,989 70 87,502 53 SE Rg 213 3 10,061 4 
rol __—. ..... 3,580 “4 10,841 58 Wilson & Co., Inc. ............... 48 193,091 
Health ae Seehetn........ ‘ 257,105 972,036 | California Brewing Assn......... . 16 192,482 12 99,373 
american Home Products........ we - 274,641 19 Cream of Wheat Corp........... 28 187,284 19 30,120 ' 
| > -Sppebepenetiabseieses 66.738 30 139,453 79 Scott’s Emulsion .............. : 35 183,466 84 110,716 
was an al lilahaaaacaaan tar ga 00s ; 368.819 49 International Cellucotton Prod. Co. 182,690 235,874 
eae tests eseeess : BE: esiehcsPansecvaraghs 91,283 63 118,021 55 
to tic Wood ....... epee 12,745 17 15,827 17 . " 
2, + Tinie. Phosphate. 109,812 26 SEE. 6cchavideenrnstcnckee ves 80,592 20 107,552 30 
eheophtl., pers oe QMORE co ceceneidcccscbivecscesens 10,815 17 eesees = | 
urs gala a Ms scans Kleenex Products ............- enees. Soe 10,301 22 
the sn algae ee a a alg vie 14,109 13 Financial World ............... : 46 181,423 42 139,397 
Hills Nose ‘4 oo telah alleles ia Si 13 256,128 58,693 | International Mercantile & Marine 
T Bf nainier Brewing Company....... ona ane ona 060 Ge. cca deirst ees aes oss. 179,273 271,785 
Gules Radio Corporation........ soneiie os . 209,688 55 , Panama Pacific .............+. 92,646 31 » 171,790 31 
| lll ae a ela a a Hepentd ps 107,423 45 United States ............0000. 85,562 24 81,606 20 
4 Radio — peateenaksbiaiae — . sates a UW, & Lénediecneen - Seats 
_ .paagnag~—Sbag ead gigi 5 252,470 61 83,322 SOROE 660 cee Cb UeEe Es occ ooses 1,065 3 . 8,652 9 
yan Carleton & Hovey Company...... 8 . 251,502 9 56.593 Baltimore Mail Line .......... oenecs oe 9,737 a 
a. i ee = oe Seandese B. &.. ” 352.394 “ 331,772 |Capudine Chemical Company.... 43 178,762 42 114,448 
yuld Welch Grape Juice Company..... 64 251.285 38,008 Sales Affiliates, Inc. (Zotos Per- 
ee ee oe SONS A.....-00. 38,008 5 manent Waves) ........ hes 76 178,593 69 130,142 
ad sta caceknenh<stans 178,530 22 , Catenin Hruih Qeowese Mashaane 178,543 ' 538°997 
8 SEI "eee bid 260,015 ee - 219,194| Sunkist Oranges .............. 88,082 35 538,997 58 
Pillsbury Flour Mills Company... : 180,825 65 Sunkist Lemons .............- 85,357 29 cienke 
ais, Best Flour ............---.+-.. 188,167 66 Sunkist Fruits ................ 5,104 1 caveat “s 
t tn Pancake Flour ...........-+++: 56,726 45 pat acy “ E. Regensburg & Sons............ 3 178,103 3 181,364 
BORA cc ccccccsece eek ew he 10,133 11 30.200 39 New Jersey Bell Telephone 
Sur. Gno-Sheen Cake Flour........- © «+++. ae 949,985 —. NB ER PSE Fe er 4 177,809 * 4 149,421 
tput Pennsylvania Anthracite Coal... 29 eaee “eee 2 231,780 | Standard aa Oe af Gudleeen ‘ 175.862 ‘ 312.527 
The | Metropolitan Life Ins. Company.. 38 246,314 6 237.992 | Drakes Bakers, Inc. ............ 21 175,512 20 188,557 
an Northwestern Bell Tel. Company. 4 , , Monticello Drug Co. ............. 174,753 112,710 
Delaware, Lackawanna & Western 284.000 ee weerrerererrerrery 160,556 80 112,710 15 
bof Coal Company ........ se teeees . iin toe - , ele ARR 14,197 27 aiehe? A 
8. Piss seh eb eee eb — 237,642 37 ’ Yardley & Co., Ltd.............. 173,777. 202,038 
Blue Coal Automatic Heat Reg. 6,460 10 248.661 eoeeee ar 208.968 English Lavender Prods........ 146,420 13 143,640 9 
== §f Amer. Cranberry Exchange...... 74 eon 008 +4 233 302 | _ English Lavender Soap ....... 27,857 3 58,398 5 
Dr. Leonhardt Company.......... 76 248 050 r 221,863 | Dastern S. 8S. Co..........-.06-- ; 11 173,470 7 198,054 
Bee G CO. ccc cccscccccoc. 3 $39 1 83 177,670 Canadian Travel Bureau........ 35 172,226 23 105,817 
, séwart-Warner Corporation .... . 94.408 a , Life Savers, Inc. ......... ee 171,556 164,453 
Refrigerators ................. 158,625 32 4 Life Savers ........cseeeeeeees 96,621 20 82,955 30 
SE RE ea eee are 68,990 34 77,746 26 Pine Bros. Cough Drops....... 70,812 18 62,981 19 
dver- Alemite Products ......... tees 11,548 48 5,621 il ED: in vv.bia5 dks 00% x 4,128 5 28,517 ° 6 
y eye 239,213 31 306,683 “g 
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ory 237,601 3 304,179 
low DANY «+++... eee e eee eee teeeee 3 : . MEE Seba dileiersasers Spikes 34,288 47 64,598 68 
Nation’s Business .............. : 17 236,467 Kayser Products ........-++0:- 28,355 50 eects se 
your  Willys-Overland ................. 72 236,374 43 97,399 | @& M. Schaefer Brewing Co... 12 170,218 9 80,251 
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Mill Farm Whisky............. 49,398 22 sSuie +s Missouri Pacific Railroad ........ 19 169,967 12 59,316 
G. & W. Whisky............... 48,762 29 493,390 57 Hathaway Baking Company .... 169,804 86,943 
G. & W. Products.............. 30,871 30 63,495 38 REE bere ea 168,804 4 17,895 3 
G, & W. Gins..... piremmenty ens 20,963 17 157,806 46 GRIN 5 knoe tesees bbb 69 L055 (7 babaee se 9,048 3 
Meee WHISKY ....0..000000 10,282 10 17,056 4 Bourjois Sales Corporation ..... 168,297 450,349 
fy Primrose Whisky ............. 8,538 15 sence. . Bourjois Preps. ..... i acing +++: 168,297 42 205,970 46 
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Pittsburgh Plate Glass Company. 61 234,315 65 178,673 | Nurito Co., The ...... FEI 66 163,663 74 166,010 
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Nat'l Ass'n of Manufacturers..... 16 230,654 ececes ee Red Top Products ............ 153,419 17 137,925 18 
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Me BF vue nes 9 haga aaMllmatiad 216,176 87 195,078 | Spaghetti ......-......c000. ae eee “ 9,248 17 
Matson Navigation Company..... 215,493 310,759| Con Carne ........ ssidcupadlbeieadee cuits sa 1,923 -- 
ALL oe . 181,760 5 193,885 8 oe REPEAL vies be 1,144 8 
' Matson Oceanic . PU i SAM 2 eA 83,7388 13 112,655 13 Petersons Ointment Company.... 67 157,046 67 162,717 
Ocsante 8. 8. Co.............. Sooeve nie 4,219 3 L. E, Waterman Co........... Ts 57 155,885 : 48 155,797 
ers Pens & Pencils........ 58 215,001 61 187,040| Blatz Brewing Company ........ 30 154,691 19 64,672 
Senate aarecamete 46 218,924 52 176,441 | Royal Typewriter Company ..... 68 154,588 23 65,759 
D, nits# Fastener Company...... 15 213,853 3 57,772 | Hires Co., Charles E......... hea 37 154,331 
é * Pepper Company............. 19 213,318 15 217,728 | Fruit Industries, Ltd. ........... 152,441 298,894 
Nout” Rock Island & Pacific.. 34 210,997 32 154,780| Guasti Wines ..............++- "49,108 7 163,498 9 
} ‘rthern Pacific Railroad........ 37 210,417 44 ' 216,690] Victor Hugo Cog. Brandy...... 41,644 14 92,159 17 
' Mid-Continent Products Corp..... 17 209,883 15 181,790 | Fruit Industries, Ltd. ......... 23,359 7 43,237 12 
New Ine. ee ee LS 94 209,604 92 157,061 Balboa WEED sSecccccovns eeeeee 22,104 3 eeeeee oe 
3, ork Herald Tribune....... 9 209,404 32 237,411| Olympic Wine .........--.-+++ 11,104 7 oeesae ee 
we Folger & Co............. Se 13 208,804 11 231,689 | Old Constitution Wine ........ 2,843 8 eeeees o- 
wrld’s Disp. Med. Assn......... 208,068 280,661| Fruit Indus., Ltd., Prods....... 2,279 4 Scat - 
Plerce Favorite Pres., Dr....... 100,257 10 124,625 87 Great Eastern Bus System....... 23 152,372 30 194,862 - 
Plerces Golden Medical Discov- Crane Company ........-+..+0++ 152,291 
Merten anys iptttteeteseees 95,098 62 137,498 86 — na seeeeeee ten eeees aan = teens . 
* 18,543 29 rane eo oveseee eevese ee 
5 French Lick an os sod ao ee ” Wabash Railroad ......... seenes ; 25 151,180 18 136,458 
ORD bwsh se . 48 207,971 51 161,474 | Ludens, Inc. ....eeseeeeeeeeeees 17 161,086 70 231,646 
‘ Dearborn Supply Company....... 206,997 152,617] Santa Fe Trail Bus System...... 18 151,075 17 164,696 
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- e iJ 
: Bord Off. Borden Company is making a special] enable them to take full advantage Heads Crane in East Hits “Lobster” Claim 
r en ers merchandising tie-up by directing | of the tie-up between the store demon- 


delphia branch of Crane Co., has been | asked to insist upon truthful adver- 
free samples of Borden’s Dairy De-|demonstrators move from store to named district manager of all Crane|tising and labeling of lobster meat, 
e livery Chocolate Milk. store.. branches in the Eastern territory.| Rodney E. Feyler, Rockland, Me., 
N at Groceries Each day John B. Hughes, an-| _ His headquarters will be in New/|State Commissioner of the Depart- 
7 eo : nouncer, urges the radio audience to Elliott Promoted York. H. S. Officer, manager of the}ment of Sea and Shore Fisheries, 


-| The Federal ent 
M ilk S “ia listeners to visit grocery stores for| stration and radio program. Trained J. A. Dwyer, manager of the Phila e eral governm will be 
uk Samples 


t call at some particular market where es M. Elliott has been promoted | Newark branch, succeeds Mr. Dwyer|has announced. Crawfish is being 
ae Francisco, March 4.—Taking|the product is that day being served PR ng oh of the Central §outhern| at Philadelphia, and J. H. Geiss| misrepresented as genuine northern 
, pes SPonsorship of the KFRC pro-| hot and gratis to all customers. district of Hiram Walker, Inc., to as-/ moves from Hempstead, Long Island, peo in New York and other 
—_ “Last Minute News,” The! Grocers are given special help to! sistant general sales manager. to Newark. cities, he stated. % 
aoe J te / i “/ \ : ; 
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Van Camp Will 
Stage $59,000 
Prize Contest 


San Francisco, Calif., March 4.—A 
$59,200 prize contest on behalf of Sea 
Brand Tuna and White Star Brand 
Tuna will feature the 1987 advertis- 
ing of the Van Camp Sea Food Co., 
Inc., Terminal Island, Roy P. Har- 
per, vice-president and general sales 
manager, has announced. 

Magazines will be used by Van 
Camp on a wider scale than ever be- 
fore. The schedule includes four- 
color pages in Good Housekeeping, 
McCall’s, and Woman’s Home Com- 
panion, two-column, two-color inser- 


tions in Collier’s and Liberty, and 
black and white pages in Sunset. 

Metropolitan newspapers will take 
the major expenditure. This adver- 
tising includes black and white, sup- 
plemented by two and four-color 
Sunday insertions in magazine and 
color gravure sections. 

Starting this month, the contest 
continues for eight months. Each 
month’s contest is a separate unit, 
with $7,400 worth of prizes, including 
cans of Tuna and merchandise orders 
on grocers. The contest requires two 
labels, and an answer to the ques- 
tion, “Why I keep this tuna on my 
pantry shelf.” 

A two-reel sound motion picture, 
showing fishing and packing, will be 
shown in schools. A trailer to the 
film, dramatizing the 1937 advertis- 


ing, will be run when the picture is 
shown to the trade. 

Emil Brisacher & Staff, San Fran- 
cisco, are in charge. 


Badder Starts Shoe 
Sales on Installment 


A new retail purchase plan to stim- 
ulate shoe buying has been inaugura- 
ted in New York by Badder’s Flor- 
sheim Shoe Store in the form of a 
club, enabling men and women to 
make purchases on the basis of 50 
cents down and 50 cents a week 
thereafter. 

Titled “Badder’s Florsheim Shoe 
Club,” the plan calls for a purchase 
contract by which the buyer agrees 
to make his week payments to the 
store’s authorized collector, or at 
Badder Shops. 


“Quik-Lox” Five-Gallon 
Pail Is New Sales Tool 


The National Steel Barrel Com- 
pany, Cleveland, has introduced a 
line of five-gallon pails equipped with 
its Quik-Lox rings offering advan- 
tages to shippers of solid, semi-solid 
and liquid materials and their cus- 
tomers. 

The ring permits the head to be 
removed, exposing the entire interior 
of the pail to the view of the opera- 
tor. 


Picks Smith Agency 


Sam K. Smith and Associates, 
Pittsburgh, have been appointed to 
handle advertising of the new Dis- 
tillers Finance Corporation, Louis- 
ville. Financial magazines and liquor 
trade journals will be used. 
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OF 5457 CLEVELAND KITCHENS 


@ The Cleveland Press announces the 
publication of findings from its Fourth 
Grocery Inventory conducted by the 
Parent-Teacher Associations of Greater 


Cleveland. 


@ These studies, accorded national rec- 
ognition for their authenticity and accu- 
racy, offer to grocery manufacturers and 
their advertising agencies complete data 
on all phases of consumer acceptance of 
grocery products in Greater Cleveland. 


@ Complete in itself, the Fourth Inven- 
tory also provides valuable comparisons 
with the three previous studies conducted 
at 18-month intervals since 1932. Inter- 
ested executives are invited towrite or wire 
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CASE STREAMLINED 


Streamlined design marks thi q 
new Parker Pen dealer displey estan 


being distributed by Parker Pen 


Janesville, Wis. %, 


——— 


Census Bureay 
Reports Gain 
in ‘36 Printing 


Washington, D. C., March 4—Re 
flecting a gain in use of. printing 
manufacturers of printing inks jy 
the United States reported large jp. 
creases in employment and prody. 
tion in 1935 as compared with 1933, 
preliminary figures of the Bureay 
the Census show. ro 
Value of products of this industry 
in 1935 amounted to $34,534,951, 4 
gain of 32 per Gent over 1933. Of th 
1935 total, $32,151,519 was the value 
of 148,913,601 pounds. of printing ink, 
the remainder representing other 
products, including base ink. Wage 
earners in 1935 totaled 2,370, a gain 
of 13.2 per cent over 1933. 

In addition, printing ink is made 
as a secondary product by establish. 
ments primarily engaged in other 
lines of manufacture. Their products 
in 1933 were valued at $1,248;704, 
against $932,095 in 1929. The 1935 
figure is not yet available. 


New Autocar Distriet 
Autocar Trucks, Ardmore, Pa,, has 
created a new sales district, the 
southern district, with headquarter 
in Richmond, with C. M. Hogarth, 
until now district sales head in Balt 
more, a8 Manager. 4 
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BATHING BEAUTY GOES INTO ACTION 


Week 


MUSIC PROMOTION GOES "ROUND AND 'ROUND 


Howard S. Redell made this illustration for Kenyon & Eckhardt, New York, on 

behalf of the Permutit Company to emphasize the company's domestic water 

sottener system. Bathing beauties also are being used in industrial copy of the 
rs ; company. 


Interior of the new display trailer of the C. C. Conn Co., Elkhart, Ind., is featured 

by elaborate indirect lighting on instruments through translite photos lining the top. 

Several of these completely-equipped trailers are being employed to aid local 
dealers. The trailers carry a complete sound system. 


SAIL PROMOTION 


mai 1 LOWER PRICES 


FS 


et : 

a., has oceses 
t, the SOUP SUSIE 3c 2 
narters SALT S225cnst= _ eS 
ogarth, 


Nilionally advertised brands and private 
ids equally come in for price con- 
Watts between Safeway stores and un- 
tumed competitors in the chain's vigor- 
%§ new shopper's price campaign in 
the Pacific Coast area. Testimonials by 
company staff shoppers are used. © 


This new point-of-sale counter display 
gives breezy motion to the sales message 
for Williamson-Dickie Company's Tru-Fit. 


TRAVELING DISPLAY SHOWS BROAD SANFORIZED-SHRUNK SCOPE 


Photographic Review of th 


FINALE IN N. A. M. SERIES FOR ALL INDUSTRY 


Selling “All Industry,” this poster—last of the trio sponsored by the National Association of Manufacturers—will be introduced 
shortly. Lithography is by Edwatds & Deutsch Lithographing Co., Chicago. 


PROTECTS—PROMOT 


ee 


This paper shipping package for D 

Manufacturin mpany's new Ribbon- 
aire fan combines ety a attractive, 
sales-promoting design. ckage was 
designed by Hinde & Dauch Paper Co. 


Elaborate display for a single 

is the theory back s new "window 

copy” for Jewel coffee of Kroger Gro- 

cery & Baking Co., Cincinnati. Company 

officials explained the idea from jewelers’ 
custom of “solo” featuring a gem. 


eens to stimulate “eye appeal” in wholesale showrooms, this display, evidencing the scope of Sanforized-Shrunk adver- 

~~ and merchandising, bn sagt debut in the Butler Bros. Dallas branch. It will be transferred on monthly po deg 

Beven maior branches of the company during 1937. The display is in line with a new effort to give to oN 

eters and consumers a thorough picture of product development and scope with a view to making plain w a Ma 
My been regarded as “business mysteries.” History of the products as well as the themselves are portra mee 
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ADVERTISING AGE 


OF-THE-MONTH 


TIME gained its top-of-heap position in 1936 advertising pages be- 
cause the facts pointed to TIME as offering Best Coverage of the Best 
Customer market. New facts continue to point ... These for example: 


VU NN 
Prope d 4 AAA 


ABOUT EXECUTIVES: Asked to list their magazine preferences, 27 
out of 32 executives of the Kendall Mills division of the Kendall 
Company voted for TIME. First-choices for TIME exceeded those of all 
other magazines combined. 


ABOUT JOBBERS: More than half of 224 key auto parts jobbers said 
they read TIME regularly. One magazine got more votes (33 more). 


ABOUT PROMINENT CITIZENS: The Cleveland Press recently published 
a list of business and professional men it considers the town’s leading 
public-spirited figures. 46 out of 92 (50%) subscribe to TIME. 


ABOUT PERMANENCE: Few years ago TIME was proud of its 70% 
subscription renewal rate, sure index of reader interest and reader 
satisfaction. By all the rules of publishing, the renewal rate ought to 
go down as circulation goes up. But while TIME’s circulation has 
doubled since 1930, TIME’s renewal rate has climbed steadily, is 


currently over 76%. 


Weightier than these facts is the big fact of TIME’s importance to 
its readers... Ask for a copy of “Blood-hounding a Big Intangible.” 


TIME 


The Weekly Newsmagazine 
CARRIES WEIGHT 
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